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Take Some Notes on Direct Mail Activities 
During the Month of September 1945 








The answer will determine the jobs, the incomes, the futures of Amer- 
ican families. Some businessmen simply ask the question and wait. Others are working 
out the answer, long ago having chosen their postwar products, studied their markets, 
and planned the advertising essential to their success. Upon these keen, public-spirited 
businessmen and their use of advertising, rests the future of the American system. No 
wonder their plans call for plenty of printed matter on Champion paper. These men 


are deciding who will spend how much for what...and how big a share will be theirs! 


THE Viper AND FIBRE COMPANY... HAMILTON, OHIO 


. Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeteries . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 
District Sales Offices \. NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND + BOSTON + ST. LOUIS + CINCINNATI « ATLANTA 
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12:30 


Registration Fee $6.00 includes all sessions and luncheon. 


PROGRAM 


One Day Direct Mail Conference 


Hotel Roosevelt, New York... . . Friday, October 19th, 1945 


A Full Day of Questions and Answers 
Panel Leaders Will Be Assisted by Well Known Experts 


AFTERNOON SESSION 


MORNING SESSION 


Chairman: HUNTER SNEAD 
McCann-Erickson, Inc., New York 


on the dot! 


Announcing winners of the Annual 
Direct Mail Leaders Contest 


RESEARCH 


Panel Leader: HOWARD A. STONE, Vice President 

Daniel Starch and Staff, New York 
Measuring Direct Mail effectiveness; reader interest; 
pulling power . .. techniques of the mail question- 
naire; writing the mail questionnaire. 


COPY 


Panel Leader: JAMES F. GRADY 

Wallace Clark & Co., New York 
How to write copy that sells; successful letter writing 
techniques; broadside and booklet techniques; “stopper” 
headlines; how to hold interest; “hooks” that get action. 


LISTS AND LIST CONTROL 


Panel Leader: HENRY C. HENDERSON 

McGraw-Hill Publishing Co., New York 
How to build a postwar mailing list; how to control 
lists effectively; how to add worthwhile prospects; how 
to check your list; the zoning regulations. 


PRODUCTION, MATERIALS AND 


SUPPLIES 


Panel Leader: RUSSELL HOGAN 

Blanchard Press, New York 

President, N. Y. Club of 

Printing House Craftsmen 
Problems of supplies, paper, plates, manpower; methods 
of production; how to prepare copy for effective and 
economical reproduction; understanding the problems 
of the producers. 


EVALUATION OF DIRECT MAIL 


METHODS 


Panel Leader: E. A. KORCHNOY 

Apparel Arts, New York 
Tests; how to conduct them; what to test; successful 
mail order techniques; success stories. 


LUNCH, GRAND BALLROOM 


Peter Donald, star of radio’s laugh treat, “Can You Top 
This?” will tell you “How to Put the SHOW in SHOW- 
manship.” Master salesman via the dramatic and the- 
atrical, Donald is well fitted to discuss the “unusual in 
selling methods.” 


Chairman: PHILIP E. WILCOX 
Philip E. Wilcox, Inc., New York 


2:30 SALES PROMOTION 
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3 


4 


4 


30 


30 


Panel Leader: ZENN KAUFMAN 
Lennen and Mitchell, Inc., New York 


Postwar sales promotion plans and objectives; visual 
aids to selling; sales promotion vs. advertising; sales 
promotion programs, 


PUBLIC AND EMPLOYEE 
RELATIONS 


Panel Leader: PAUL BOLTON 
Home Builders Research Institute 
Washington, D. C. 


Public relations as a partner of advertising and sales 
promotion; successful use of mail in public relations 
endeavor; the public relations audience. 


DEALER POINT OF SALE MATERIAL 
Panel Leader: RICHARD STEINMAN 


Beneficial Management Corp. 


Newark, N. J. 


Printed advertising and sales promotion at the counter; 
training programs for dealer sales people and service 
organizations; “selling” displays; effective “how to use” 
promotion material. 


MAIL ORDER 


Panel Leader: RALPH CURTIS 
Prentice-Hall, New York 


Place of mail order in postwar; successful mail order 
techniques; mail order campaigns; making the mail 
order catalog; selling a service by mail. 


THE CATALOG 
Panel Leader: CHAUNCEY WILLIAMS 


Sweets Catalog Service, Inc., New York 


Importance of the catalog in postwar selling; catalog 
designing; techniques of successful catalog planning; 
visual aids; use of military training methods. 


Winning Direct Mail Leaders Campaigns will be on 
display. You do not need to be a member of DMAA to attend. Send advance registrations to the Direct Mail 
Advertising Association, 17 East 42nd Street, New York 17, N. Y. 





VOL. 8, No. 6. Report for SEPT., 1945 
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class matter Nov. 15, 1939, at Post Office 
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Getting the Right Start 
In Direct Advertising” 


A course of study for “beginners” who want to start learning 
about a most intricate, but effective, form of Advertising 


conducted by 
HARRIE A. BELL 


(For more explanation see Reporter’s Note in adjoining column) 


CHAPTER ONE 
ADVERTISING IS ONLY A TOOL 


Men learned, long ago, to use tools to help them do things. The lever, 
in the shape of a tree trunk, helped prehistoric men to move or raise large 
objects. Development of the wheel, the rope, the pulley, and the bow and 
arrow demonstrate continuing invention of tools, always with the purpose 
of helping men do things they could not adequately accomplish with their 
own hands. 


From physical tools men progressed gradually to the use of mental 
tools. The messages which our American Indians conveyed from one group 
to another by means of smoke puffs from a smudge fire, and the drum 
messages of the African natives, are familiar examples. These are tools 
that primitive men fashioned not to move weights but to transport facts 
to those at a distance. 


Imagine an Indian scout on the hilltop signaling the approach of white 
men. His smoke-puffs “spell out” to watchers on the next hilltop the 
simple fact, “White men coming down valley.” Merely transmitting a fact. 


Another Indian—more imaginative—might have altered the message 
slightly to, “White men attacking; coming down valley.” No longer is 
this a report on a fact; it has become this one Indian’s interpretation of a 
fact. He believes, and reports, that the white men are attacking. 


What about the Indians further back, when the message reaches them? 
What will they do? 


On receipt of the simple message, “White men coming down valley,” 
there may be some question as to their reaction, depending on their con- 
ception of the white men’s intention. Certainly the Indian who sent the 
message gave no hint as to what they ought to do—nor implied that they 
ought to do anything. 


But the other message, “White men attacking,” leaves no room for 
doubt. Those receiving the message will prepare to fight—or they will 
retire. They’ll ‘take some action as a result of the message received. 


—_——_. 


* This course is copyrighted and must not be reproduced in part or whole without permission. 
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REPORTER’S NOTE 


Long before the war ended, we 
had been making plans to expand the 
usefulness of The Reporter. A ma- 
jor vacuum in the Direct Mail field 
seemed to be the absence of any 
authoritative course of study for 
beginners. True, there had been a 
limited edition of The Reporter Study 
Course, but the material included 
there was rather well advanced and 
complicated . .. a post graduate 
refresher course for “professionals.” 
What the field really needed was a 
down-to-earth, simple outline of 
study which the professional could 
give to the beginners under his 
supervision ... to test their ability, 
aptitude or their desire to continue 
in the work. 


For many long months we have 
been working with Harrie Bell of 
Philadelphia, arranging for the seri- 
alized publication of a manuscript 
which has been years in the making. 
We’ve shown the’copy to a number 
of the so-called “professionals.” They 
agree with this reporter that the 
style, sequence, logic and method 
are just about perfect. 


So, from here on each month, 
we will give you short installments. 
On the pages used for the beginners 
course we are going back to the 
typographical set-up we used in the 
early days of The Reporter. A whole 
column, with marginal notes in a 
small column. There’s a _ double 
reason: Later on, we’ll use the same 
type to produce the entire course 
permanently bound in book form; 
and with the present make-up, the 
“professionals” may want to refresh 
their memory by skimming through, 
but they’ll get the current Direct 
Mail news in the marginal columns. 
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We ask all of our readers to pass 
this information along .. . to friends 
and to those who work with you. 
The Direct Mail field will need lots 
of talent in the years to come. We'll 
be glad to get your reactions to this 
innovation in The Reporter. 


So that you may know the con- 
ductor of the Course better . 
here is a thumb nail sketch:—Harrie 
A. Bell is in charge of advertising 
service for customers with Allen, 
Lane & Scott, Philadelphia printers. 
His work includes not only planning 
of direct advertising, creation of 
sales ideas and copy writing, but 
also design and typography. Mr. 
Bell has spent his whole life in the 
printing business, starting out with 
the Wilmington, Delaware, Sunday 
Star; later becoming head of the 
Publicity Printing Division of The 
Curtis Publishing Co., Philadelphia. 
Before joining Allen, Lane & Scott he 
was for ten years president of The 
Holmes Press, Philadelphia. Mr. Bell 
has for many years taught the “Di- 
rect Advertising” classes at the Price 
School of the Poor Richard Club, well 
known Philadelphia advertising club. 
He was winner in the recent emblem 
design contest of the Printing In- 
dustry of America, Inc., the new 
coalition of national printing trade 
organizations. 

e 


SAVING TYPING TIME 


For inter-office memoranda at 
Swift and Co., Chicago meat packers, 
the stenographer types an extra 
copy of the memo and sends it along 
with the original. The _ recipient 
pencils his reply on the duplicate and 
returns it to the sender, eliminating 
the necessity of typing a formal 
answer. 


In another firm stenographers are 
supplied with tiny American flags. 
When they have finished a typing 
job they stick a flag on their type- 
writer to indicate that it is tempor- 
arily free for the use of other sten- 
ographers. It has proved to be a 
dramatic and effective way of mak- 
ing the most use of their machines. 


From The Office Economist 


Reporter’s Note: Now that paper 
shortage is just about over . 
wouldn’t Item #1 above be a good 
idea for some general correspond- 
ence? 
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So thus we see how primitive men first used tools—the lever, the 
wheel, etc.—to effect movement of physical objects. 


Then they invented tools—the smudge fire, the drums—to transport 
information, facts, to those at a distance. 


And, finally, we observe that those tools first used to transport mere 
facts were soon employed to carry impressions, opinions, or suggestions 
(as well as facts) to those who received the messages. 


This is the fundamental groundwork back of all advertising. Adver- 
tising is merely a tool (now, in fact, quite a large kit of tools) used to 
transport information and ideas to prospective buyers. This tool can 
carry not only bare facts, but also your interpretation of those facts in 
such a manner as to induce the one who gets your message to react in a 
certain way—the way you want him to react. 


The Indian who reported the “white men attacking’—whether he 
realized it or not—was not only coloring a fact with his own interpreta- 
tion, but at the same time imploring his friends to take appropriate action 
because of that fact. He was making an appeal to human nature and 
hoping for a definite reaction to his message. His message also had that 
element in it which—used today—is referred to as “fear” copy. 


We have come a long way since those prehistoric tools were first con- 
ceived, yet those initial forms—levers, wheels, ropes (belts, chains, etc.), 
bows (springs), arrows (projectiles), pulleys (combining the wheel and 
the rope) are all in important current use in modern times. 


And, whether we realize it or not, our successful advertising is just 
as definitely grounded on the ancient practices—merely using the more 
up-to-date tools which we have conveniently at hand to impart facts, 
opinions and suggestions, to others, with hope that those we try to reach 
will do what we want them to do. 


The early imaginative Indian instantly realized, when he saw the white 
men, that he wanted action, and instinctively injected his opinion, “attack- 
ing,” into his smoke message. 


Today’s planner of advertising does not work so instinctively—but he 
employs the same technique. “Warm weather is here’—he signals “Get 
your Palm Beach suit today.” He looks ahead for some fact or reason 
that you will admit or believe is true, and then he supplies a logical action 
for you to take, under the circumstances. 


“This machine will produce ten per cent more output,” he tells the 
manufacturer; ‘send for complete information.” 


“These what-you-may-call-’ems are available in tones and shades to 
harmonize with any decorative scheme,” is the fact he tells you; “see them 
at your dealer’s,” is his urge to action. 


The first lesson to learn is that advertising is merely a tool. What- 
ever its shape or form, however simple or complicated, whether it is cheap 
or high in cost, it is not justified in itself. The measure of its value is purely 
in its fitness to do the job in hand. You must learn to identify, without 
question, exactly what that job is. 


Will it impart the needed facts or mental suggestions on which to 
build a reason for the reader, or recipient, to take the action, or to experi- 
ence the reaction, you desire? That is the purpose of this tool we call 
advertising. 


In this volume we shall discuss only one phase of advertising—that 
which can properly be named Direct Advertising—because it carries its 
message directly to a pre-determined group of people—those who, we 
believe, should be our most likely prospects. 


Effective results in the use of Direct Advertising depend in a large 
degree on your selection of the people to whom you’ll send your material— 
people who, you know, will be the most likely prospects for what you have 
to sell. It gets its name, Direct, from this phase of its distribution— 
directly to selected groups, and directly to each person in these groups. 
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CHAPTER TWO 


WHAT IS IT? 


From customary usage, Direct Mail Advertising is the term applied to 
what should preferably be called Direct Advertising, since many examples 
of Direct Advertising are not delivered through the mail. 


To get a fair understanding of the subject this book includes, let us 
mention specifically some of the forms Direct Advertising may take. In 
the narrower sense, Direct Advertising includes any advertising which is 
mailed or given personally, to specific selected individuals or individual 
firms. 


This includes also any matter used for advertising which is sent (not 
by mail) or given to specific persons, even if not addressed. 


Usually the term Direct Advertising is applied to printed matter whether 
it is produced by letter-press, offset, lithography, gravure, rotogravure, 
multigraph, mimeograph or any other duplicating process. Personally 
typed sales letters would also be included, of course; and also the so-called 
“circular letters’—an odd term which has been applied to identical letters 
produced in quantity, but having the same general appearance as individu- 
ally typed correspondence. Matter which is sent by messenger is equally 
direct, and comes under the general term. 


Although this book will not discuss the subject further, it is my opinion 
that even novelties, if given personally, or mailed, to certain likely pros- 
pects—are definitely Direct Advertising. 


Certainly booklets, folders, broadsides or the like, which salesmen 
carry with them, and which they leave with the prospect during an inter- 
view (though the material is not personally addressed), are as direct 
as any matter which may have been mailed or otherwise delivered. 


Envelope enclosures, which normally go through the mail accom- 
panying other matter like letters and bills, to either customers or pros- 
pects, are surely Direct Advertising. On the border line, but included as 
Direct Advertising in my mind, are counter folders. While they do not 
reach specific individuals by name, they do reach that specialized group 
of people who enter the particular store, and are thus qualified as “dis- 
tributed to a definite and likely group of prospects.” For example, the 
counter leaflet about automobile tires which you picked up at your gas 


station, is Direct Advertising, since only drivers of automobiles are likely 
to come to that counter and pick them up. 


Even package enclosures can correctly be considered as Direct Adver- 
tising, for though no named individual is in mind when the enclosure is 
put into the package, there is definite knowledge that the piece will reach 
a certain type of person—the buyer of the product. 


Again, I class as Direct Advertising those “throw around” pieces we 
find at our doors, if they are intelligently distributed to only those districts 
which are, geographically, logical prospects. A coal dealer whom I once 
served put out such “under the door” cards in a territory within several 
blocks of his yard, and found them resultful. They were as profitable as 
folders mailed to selected people at a distance; since, first, they cost him 
much less to distribute than the pieces he addressed and mailed; and second, 
they required no long haul of the coal for delivery because all buyers 
developed were within a close range. Even with a much lower percentage 
of orders from each thousand pieces, the ultimate profit from the “throw 
around” pieces was equal to the profit from the material sent through the 
mail. The crux of this was in the intelligent selection of the areas where 
the “throw around” cards were distributed in mass. 
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LITTLE KNOWN FACTS 
ABOUT “MAIL” 


Have you ever wondered why we 
use the term “mail’’? The word 
comes from a Middle English word, 
male, from the French word, malle, 
meaning, “a big wallet or trunk.” 
Since postal service is of compara- 
tively recent origin, there was no 
word with which to designate the 
collective letters, dispatches, parcels 
and other articles carried and dis- 
tributed by the postman. It was only 
natural, then, to call this postal mat- 
ter by the name of the pouch in which 
it was transported. 


The postage stamp got its curious 
name from the fact that in the early 
days of mail service the amount of 
postage was stamped or imprinted on 
the wrappers of letters and parcels. 
The adhesive stamp was not used in 
the United States until 1847. 


The post office pen has long been 
the butt of jokesmiths, and perhaps 
not without reason. But imagine 
using post office pens in the days 
when they were made by hand from 
quills or wing feathers. It is inter- 
esting to note that the word “pen,” 
from the Middle English and Old 
French penne, from the Latin penna, — 
means “feather: quill.” And in mod- 
ern French, the word for writing pen 
is plume, which also means plume, 
or feather, as in English. 


Congressional and other postage 
free mail is said to be “franked.” 
The literal meaning of the word 
“frank” is “free.” ‘The envelope, of 
course, is so called because it “en- 
velopes” the letter. Paper is from 
the Latin papyrus, a reed from which 
the Egyptians made a kind of crude 
paper. 

The word post, in the meaning of 
mail, as in post office, postal, post- 
man, etc., 1s from the French poste, 
“a fixed position or station.” The 
mail of early days was carried from 
post to post by couriers. Some rode 
horses, some traveled on foot, while 
others rode the swaying, rumbling 
coaches from stage to stage (hence 
the name “stage coach’’). | 


Reprinted from TAKE MY 

WORD FOR IT, by Frank Colby 
From “In Transit,” h.o. of 
Atlanta Envelope Co., 
Atlanta 1, Ga. 


|'|GRAPHIC ARTS PROSPECTS 
BRIGHT .. . On the basis of a sur- 
vey conducted by the Committee 
for Economic Development, products 
in printing, publishing and allied in- 
dustries should increase during the 
first postwar year from $2,578,500,- 
000 in 1939 to $3,359,800,000, an in 
crease of 30%. 








|] CORRECTION FOR ADVERTIS- 
ING CHART. Irving Rothstein of 
the Philip I. Ross Company, 38 East 
57th Street, New York 22, N. Y., 
writes: 


Dear Henry: 


On page 21 of July edition of The 
Reporter you have a chart showing 
jobs for advertising, and among the 
qualifications under the subject of ed- 
ucation, I see that you have left out 
completely the need for an art educa- 
tion. You have listed English, litera- 
ture, history, economics, logics, etc., 
but inadvertently you have forgotten 
art. 


I am particularly interested in this 
aspect of education, serving on the 
Board of Control of the Art Students 
League of N. Y., and it has fallen into 
my lap to organize many of the art 
classes of the League—one particu- 
larly on the subject of art direction. 


I am sending you an advance proof 
of our catalog, and I am checking the 
commercial classes which may be of 
interest. 


The catalog, titled “The Art Stu- 
dents League, 1945-1946” is a very 
attractive 7” x 912”, 68-page booklet, 
showing reproductions of drawings 
created by the artists conducting the 
various classes. The League was 
formed seventy years ago by a small 
group of art students. Its purpose 

. . to receive and offer to other 
students, a, training in art from 
which each could derive the utmost 
benefit. The school, self-governed 
and self-supporting, embodies the 
most liberal, democratic and prog- 
ressive ideas in art, and we under- 
stand that today the Art Students 
League is the world’s largest inde- 
pendent art school. The Course 
started September 17, and will run 
to May 31, 1946. Get in touch with 
Irving Rothstein if you are inter- 
ested. He will be glad to give you 
complete information. 


| |}A CORRECTION ... in our last 
issue we said .. . “books by Egner 
and Buckley, are now out of print.” 
The books by Earle A. Buckley, (1) 
How to Sell by Mail and (2) How to 
Write Better Business Letters are 
available. Frank Egner of the Mc- 
Graw-Hill Book Company writes 
us: “Both the Buckley books are in 
print and selling merrily. They re- 
ceive constant mail campaign at- 
tention because they pull orders.” 
So ... we stand corrected ... and 
our apologies to Earle for passing 
along wrong information, 
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WHAT IS IT USED FOR? 


The Direct Mail Advertising Association has compiled a comprehensive 
listing of “49 ways to use Direct Advertising.” It covers the field of users 
rather thoroughly, but not completely.* A few specific instances might be: 


(1) A retailer will send Direct Advertising to a list of his customers, to in- 
duce them to come into his store because of some special items he de- 
scribes or illustrates. 


(2) A manufacturer will send Direct Advertising to his possible buyers, 
to urge them to return an enclosed post card—indicating that (a) they 
would like to have more detailed information; or perhaps, (b) saying 
that a salesman may call. 


(3) Another manufacturer will send Direct Advertising to possible ultimate 
buyers suggesting they see their local dealers, to examine the goods in 
person. 


Still another manufacturer will send Direct Advertising to his prospects 
urging them to send for a free book of recipes. 


An insurance company will send Direct Advertising to likely prospects, 
requesting them to send in their date of birth. 


(6) A corporation may send to its stockholders a reminder, with descrip- 


a ~ the products it makes, urging them to recommend them to their 
ends. 


(7) An automobile company will send Direct Advertising to prospects, sug- 
gesting they make comparisons with competing makes of cars. 


(8) A manufacturer will send Direct Advertising to possible buyers describ- 
ing the extreme care used in the manufacture of the goods which the 
company makes, to induce recipients to purchase this company’s goods 
with confidence of full worth. 


(4 


~~" 


(5 


~~ 





* Don’t take the ‘49’ too seriously; there are new uses always cropping up. As I write this, 
a purpose not listed in the 49 lies before me. It is a post card, from the publisher of a maga- 
zine to which I already subscribe, admonishing me to be sure to read some particular item in 
the issue which I received several days ago. Since my subscription renewal will soon be coming 
up, its purpose is obviously to rearouse my interest in the magazine. 


Note that the action which is sought, in each instance, is but one step 
in the whole process of making the sale. 


The tool of Direct Advertising is here used to get an action, as its result, 
which will start the prospect into the course which, logically, should ulti- 
mately lead to his making a purchase. 


The Logical Train of Events in the Instances Cited Above: 


(1) Sales people in the store complete the sale. 
(2) (a) The further information which is sent will be planned to effect the 
next step toward making the sale. 

(b) The salesman who calls will endeavor to close the sale. 

(3) The local dealer will complete the sale. 

(4) The book of recipes will require the manufacturer’s product as one of its 
ingredients, and sales should result from its use by the housewife. 

(5) An insurance agent of the Company will be given the age data secured, and 

will call on the prospect with a definite plan for his consideration—en- 

deavoring to close a sale. 

Stockholders are thus impressed, if possible, into service as “word of mouth” 

advertisers to start the first step in sales among their friends. 

Those who will compare will naturally see their local dealers, who will have 

to complete the selling process. 

(8) The prospect’s mind will be more receptive to further suggestions to buy, 
being fully convinced that the product is especially well-inade. 


~~" 
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Direct Advertising in a Specialized Job - to Make the Sale 


Direct Advertising is usually employed as a tool to advance one step 
toward making a sale. But it can be used—in fact, is widely used —to both 
start action toward and also to complete the sale. 


The conditions under which the sale can actually be made by use of 
Direct Advertising are well covered in many other books, and will be dealt 
with here only briefly. Enough must be said, however, to make clear the 
relationship of “selling by mail” (known as Mail Order) with “advancing one 
step in the sale” by use of Direct Advertising. 


To begin with, you must understand that Mail Order Selling derives 
its accepted name, presumably, from the fact that the orders come in to the 
seller exclusively through the mail; it does not derive its name “mail order” 
from the manner in which buyers are approached. 
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IN THE WAKE 


The storm center passes, yet really sea-going 
mariners know they can’t relax their vigilance 
~ « . all hands on deck and a sharp eye all 
around is still the order of the day until after- 
storm seas subside. 

Quite aptly this situation fits the conditions 
we in the paper industry are passing through. 
And our actions are patterned accordingly. 
All hands—mills, distributors, printers, users— 
will keep the course agreed upon: making the 
most effective use of the available paper 
supply until business has a chance to right 


itself and conditions are normal once again. 
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OF THE STORM 


Already plans are swinging into execution. 
War-sharpened skills are coming into full play 
as we at International plan with our distributors 
for the days and opportunities just ahead. 
International Paper Company, 220 East 42nd 
Street, New York 17, N. Y. 
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_| WELCOME HOME ...It’s Mighty 
Good to Have You Back. Can we 
be of any Service! That’s the com- 
plete title of a small 4%”x7", 12 
page booklet produced by the O. M. 
Scott and Sons Company of Marys- 
ville, Ohio. C. B. Mills tells us that 
they send the booklet to all dis- 
charged veterans in Union County. 
We heard further that the State 
headquarters of Selective Service 
liked it so much that they use it as 
a model for booklets of this type. 
Printed in dark green ink (Scott’s 
are specialists in all kinds of grass 
seed), covers in orange and green. 
Back cover simply spotlights the 
discharged veteran’s button. Gives 
complete information to the return- 
ing servicemen ... names and ad- 
dresses of the various bureaus the 
men might want to contact, and the 
personnel of the Postwar Veterans 
Committee. There’s no _ personal 
plugs for Scott in the booklet... 
simply a well written compilation 
of the sort of facts and information 
that the serviceman wants. A 
splendid, unselfish effort . . . which 
undoubtedly will build up a great 
deal of good will for the Scott out- 
fit. 


WE AGREE 


Dear Mr. Hoke: 


That line-up of versatile accomplish- 
ments in your “Description of a House 
Magazine Editor” is interesting and 
familiar. (I took the course given by 
Mr. K. C. Pratt, Editor of STET.) But 
the accomplishments of a House Mag- 
azine editor are child’s play compared 
with the duties of an Advertising 
Manager. 


An Advertising Manager must not 
only be familiar with the jobs men- 
tioned in the article (especially if he 
is also editing a House Magazine as 
part of his job) but falls heir to mer- 
chandising, creation, copy, production 
and distribution, and all types of Di- 
rect Mail—magazine, newspaper and 
other media details. The Advertising 
Manager must know all the processes 
in connection with reproducing his 
advertising—the House Magazine edi- 
tor usually sticks to one process in 
producing his magazine. 

I am sure that many of your readers 
will agree that the job of Advertising 
Manager is one calling for versatility, 
tact, creative genius, writing ability 
and last but not least, a good strong 
stomach. 


M. B. Pearlman, Adv. Mgr. 

Addressing Machine and 
Equipment Co. 

326 Broadway 

New York 7, N. Y. 











For example, an advertisement in a newspaper or in a magazine may 
be the impulse which induces a buyer to order a product through the mail. 
Such a mail order business may be built up entirely through use of space 
advertising, with orders coming. in through the mails. No use of Direct 
Advertising to make the sale has been necessary, in cases like this. 


But there are at least three ways in which Direct Advertising can be used 
effectively in mail order selling: 


1. Sometimes the original advertisement in a periodical or newspaper 


_. seeks only an inquiry. Im such cases, printed folders, processed letters, 


catalogs, return envelopes and order blanks will be sent direct to those 
who enquire—the purpose of which is, of course, to complete the selling job. 


2. Again, the mail order house which makes a sale to a buyer from the 
space advertising only, will later send new proposals—by letters, folders 
or the like—to those who previously have bought,—and thus uses Direct 
Advertising as its method for getting new orders. 


3. Some mail order sellers depend entirely on use of Direct Advertising 
in their pursuit of original orders. For this they use lists of people who, 
for one good reason or another, would appear to be likely buyers. 


It is well to understand most clearly, right from the start, that the use 
of Direct. Advertising to introduce a product and complete the process of 
getting the order, all in one mailing, is only one of many different uses for 
Direct Advertising. 


It is well to understand also that this specialized use of Direct Advertis- 
ing calls for an equally specialized knowledge of this particular kind of 
salesmanship in print; and to be prepared to study all of the phases of 
merchandising involved, in addition to the study of Direct Advertising and 
its other uses. 


And it is important not to confuse mail order advertising with Direct 
Advertising. A more detailed discussion of mail order advertising will be 
found in a later chapter. 


The second lesson to learn is that, when you employ the tool of Direct | 
Advertising, you have clearly in mind exactly what amount of leverage you 
are going to exert and in exactly what direction. 


CHAPTER THREE 
THE BASIC IDEA 


You will frequently hear criticism of the tremendous waste in the use 
of printed advertising——because tons of such material received in the busi- 
ness offices and homes of the nation go, without result, into the wastebasket. 


Much of this criticism is entirely just, as anyone who is observant will 
agree. From my own experience, in my home and in my office, I can tes- 
tify that well over half of the advertising material sent to me directly 
through the mail, is, for one reason or another, almost hopelessly in- 
effectual. The explanation, it seems to me, is that too many people—before 
they prepare and produce their advertising—fail to check up on the 
essentials which make for success. 


The most important essential is to know positively what you want each 
piece to do—and to exert every effort toward doing that one thing, and 
nothing else. 


Take the case of a retailer who wants his customers to come into his 
store to see and, he hopes, to buy a special lot of fur coats. The trick is 
to describe the goods so alluringly that a woman will want to own such a 
garment, but yet leave enough unsaid that she will have to come into the 
store to be sure. Too complete a description or too concrete an illustration 
will permit many recipients to decide “no” without bothering to visit the 
store. Since the purpose of this particular effort is to get customers to come 
into the store, it should not aim completely to presell the garments as one 
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CHANGES ERAS... 














’ 
On Sunday, August 5,a great 
t many people were pessimistic 
about the Japanese war. Even 
money bets that it would last a 
year longer were common. 
On Monday, August 6, the first atom- 
ic bomb hit Nippon. On Wednesday, 
° Russia declared war on Japan. On 
- Thursday the second atomic bomb was 
. dropped. On Friday, peace negotiations 
11 | commenced. On Tuesday, August 14, eight 
- days after the start of that historic week 
y —the Japs surrendered unconditionally. 
“ 
e The Era of the War was ended; the Era 
of Peace had commenced. 
h Manufacturers of capital goods, like 
d Harris-Seybold-Potter Company, had 
been manufacturing the materials of war. 
is 
is 
a 


The improved designs of their 
normal products which had been 
perfected in experimental and pilot 
models had not been allowed to 
interfere with war production. 


Today, as the new era commences, 
we have clearance for making Harris 
offset and typographical presses, 
Seybold cutters and trimmers, paper 
drills and knife grinders. 


This advertisement goes to the pub- 
lisher September Ist. We are moving fast 
on the change-over. We have some im- 
portant announcements to make as soon 
as we shift gears from war production 
to peace. 


Harris - SEYBOLD - PotreR Company, 
General Sales Offices, Cleveland 5, Ohio. 


HARRIS « SEYBOLD 


HARRIS PRESSES...SEYBOLD CUTTERS...RELATED MACHINES, EQUIPMENT AND SUPPLIES 









CASE HISTORY OF HECKLING 


Dear Henry... 


An appeal for a donation was ad- 
dressed to a Miss Eckel. . . . On the 
envelope the name was spelled wrong 
... the firm name was wrong... the 
address was wrong .. . the district 
was wrong. Seeing all these errors we 
sent letter A back with the addressed 
envelope. The card B with the letter 
C are classics. 


Perhaps you could use this to im- 
press your readers as to the necessity 
of getting tne correct names and ad- 
dresses on all mailing appeals. 


Herbert Ahrendat. 
Ahrendt, Incorporated 
333 Sixth Avenue 
New York 14, N. Y. 


Here is “A”: 


Sorry to “heckel” you, but the typ- 
ist has a score of 100% on the address- 
ing. 

First Line: The name is Eckel. 

Second Line: The name is Ahrendat. 

Third Line: The address is 333. 

Fourth Line: The district is No. 14. 

The path to perfection is covered 


with many mistakes... might as well 
catch these at their source. 


Here is “B”: 


Thanks for the “heckling”... 
Your facetious effusion 

Has clearly unearthed 
a heap of confusion. 


Though Miss “Eckle” is “Eckel,” 
With you, we agree, 

To “heckel” is “heckle” ... 

O, say can you see? 


And “C”: 
Dear Friends: 


Thanks so much for the “heckling” 
and for your bookmark. 


The records have been corrected 
and we thank you for your help in 
this connection. The bookmark is be- 
ing retained for your page in our 
books of account. We hope that you 
may join our ranks with a generous 
donation. Need I reiterate how grate- 
ful we shall be for your aid in this 
connection? 


Sincerely yours, 


Jack Miller, Director, 

Public Relations 
Vocational Foundation, Inc. 
New York 10, N. Y. 
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would do if he expected to garner orders by mail. The job of this piece 
is to “sell” a definite interest in seeing the garment. The Basic Idea for this 
piece is, therefore, to get people to come into the store. 


The manufacturer who never did—and never expects to—sell his product 
until a personal salesman has sat down with the buyer, will often overstep 
the purpose of his mailing folder. Starting out with the hope of getting 
prospects to return a card saying a salesman may call with further details, 
he often describes every “further detail” so elaborately in his folder that 
many recipients can decide “no” without seeing the salesman. 


If he had limited his appeal carefully to the advantages the buyer would 
secure—but purposely omitted to list some of the things the prospect may 
want to find out—he would have left the way open for the prospect to say 
“T’d like to know more. Come in to see me.” 


The Basic Idea with which he started was to secure “leads” for his 
salesmen—that the salesmen, by personal contact, might complete the sale. 
This is logical procedure since personal salesmanship has proved to be 
the only way to close a sale of his product. But enthusiasm often leads 
such an advertiser to forget his Basic Idea, and to thus oversell his product 


in his printed message. The result is that it is burdened with a sales job » 


it has never been known to do in that business, and is not expected to do. 
Such an advertiser has forgotten his Basic Idea on which the piece was 
originally conceived. 


I once received in the mail another “dud” of Direct Advertising— 
demonstrating the kind of loose thinking and utter carelessness which mars 
many an effort to use Direct Advertising to advantage. 


This mailing urged our firm members to use a certain restaurant 
at the World’s Fair in New York. It was a carefully filled-in facsimile 
letter, with filled-in return card, asking for names of our executives present 
at our exhibit at the Fair. 


But—we had no exhibit at the Fair. This could (and positively should) 
have been ascertained by a check up of the list of Fair exhibitors. Such 
a mailing sent to exhibitors at the Fair could no doubt have been an ex- 
cellent sales stimulus. But sent to non-exhibitors it was not only a “dud” 
as to results, but a self-administered “black” eye for the advertiser. 


If the Basic Idea was to get Exhibiting Firms to send in names of 
certain executives (and that seems clear from the material used) someone 
failed to keep the Basic Idea in mind when the mailing list was prepared 
and so the mailing was sent to people not even eligible to respond. 


There was the case some years ago when a certain manufacturer of 
paper towels and absorbent tissues was printing his consumer folders on 
a hard, glossy, non-absorbent printing paper. The whole job was excellent— 
except that as the reader was perusing the sales story about soft, absorbent 
tissues, his sense of touch was telegraphing the feel of a paper exactly the 
reverse—hard and non-absorbent. It was an easy matter to change to a 
soft, antique-surfaced paper more compatible with the Basic Idea of the 
folders—to “sell” readers on the soft, absorbent quality of the tissues. 


An advertiser must stick to his Basic Idea—and not drift in some other 
direction. Drifting away from the Basic Idea may occur at almost any 
point along the whole process of preparation. In the examples cited the 
drift occurred in, 1 and 2, copy and illustration; 3, mailing list; 4, selection 
of paper stock. 


Eternal vigilance is required, even by old practitioners, ‘to keep on 
the main track.” Naturally beginners will also have to be constantly alert 
that they do not depart from the original goal they set for their advertising. 


The third lesson to learn is, having decided on the leverage you intend 
to exert—to a certain degree and in a certain direction—that you stick 
to that effort alone, and do not exert any leverage in diverse directions. 


(To be continued.) 
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IT STARTED when the Pomology De- 
partment of a State College of Agricul- 
ture found that the color of McIntosh 
apple leaves and the quality of the fruit 
depends in part on the amount of nitro- 
gen in the soil. The problem was to set 
up color standards which would enable 
apple growers to determine whether their 
trees were receiving sufficient nitrogen 
fertilizer to produce the finest fruit. 

A series of carefully selected leaves 
was measured on the Recording Spec- 
trophotometer at our Interchemical Re- 


search Laboratories. This remarkable in- 


Strument recorded accurate curves for 
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They picked a Better Apple in the Garden of Science 


seven leaf colors. From these curves, 
technicians of International Printing 
Ink formulated inks which duplicated 
the leaf colors. Handy color guides will 
indicate soil conditions for each tree in 
an orchard. By comparing the leaves of 
his trees with these ink colors, the apple 
grower can discover the nitrogen needs 


of his trees. 


COLOR CONTROLS 


This is but one of the many examples 
of the way I.P.I., through its extensive 
research facilities and its wide back- 


ground of experience, is equipped to 











measure color accurately and set up 
color uniformity controls. In both off- 
set and letterpress these color standards 
are proving extremely useful in the print- 
ing of packages, labels, direct mail cata- 
logs, publication and commercial 


printing. 


If you would like a copy of the Apple 
Leaf Laboratory report, write to: Inter- 
national Printing Ink, 
Division of Inter- 
chemical Corporation, 
350 Fifth Avenue, 
New York 1, N. Y. 
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They pick 


IPI Offset Halftone Blacks are unlike any 
other offset blacks ever made. They are the 
result of a long study of vehicles, solvents 
and pigments in new formulations which 
produce superior results in offset lithography. 

The printing ink industry has searched for 
years for a black which would produce a 
deep color and lithograph sharply. IPI Oftset 
Blacks meet this demand and in addition 
have these superior qualities and char- 
acteristics: , 


Every IPI Offset Halftone Black is an aged, 


ink, manufactured under an exacting, con- 
trolled procedure. 

IPI Offset Halftone Blacks employ new 
ingredients. 

IPI Offset Halftone Black’inks have good 
drying properties. 
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for Offset Colors and Blacks 


IPI Offset Halftone Blacks lithograph 
sharply and cleanly. (Compare them with the 
best black you are now using.) 

A Redshade (OA-11), Greenshade (OA- 
12), a Dull Black (OA-13) and a Publication 
Black (OA-14) are included in this line. 

All IPI Offset Halftone Blacks follow the 
fountain and have been thoroughly pre- 
tested on commercial offset presses normally 
used in the trade. 


IPI OFFSET PROCESS INKS 


The IPI Offset Process inks used in printing 
this insert will be found generally satisfac- 
tory for four-color offset lithography. The 
pigments used will provide the widest gamut 
of colors for mixtures on the basis of spec- 
trophotometric readings. They are the near- 


est to the ideal subtractive primaries within 
the limitations of the offset lithographic pro- 
cess. Over a wide range of subjects the 
Standard IPI Offset Process Inks will pro- 
duce the best average reproduction of four- § 
color offset work. Reproductions from Koda- 
chrome color photographs can be faithfully 
lithographed with these process inks. 

Special cases will require adjustments of 
these standards, and IPI representatives are 
in a position to advise the lithoyrapher in 
these cases and to match special progressive 
proofs. 

Send for your copy of the IPI Offset Color 
Guide and the IPI Offset Process colors 
mixture chart. Address: International Print- 
ing Ink, Division of Interchemical Corpora- 
tion, 350 Fifth Avenue, New York 1, N. Y. 











For Keeping Your Direct Mail Records 








YOUR COMPANY 
NAME HERE 





































































































































































































aia es nr es MR ere ee re LETTER I i issiniienc cision | 
THE TEST 
ewer sidenninsiiinanssnncaboeniiaata List Used Begun 
Number Tested.. Finished 
. il . Dail No. of Dail 
Date Oniar Each at | Amount Poon. B Date par tee Each at | Amount Pon Date Orders Each at | Amount Pann 
Br. Forward Br. Forward 
}} Totai Forward Grand Total 
RESULTS ITEMIZED COST COMPARATIVE TESTS 
I OLE Cg ee NR I si chen ated Le 
Number Tested......... SE: dascevecenceseas $ Conclusions: 
ees: 2 2 one er x 
Tt Pi ccceunecouss $ i ssanendibbedeat $ 
Co 2 & 
Profit or Loss.......... $ PS civctetesinudeth $ 

















thin 
pro- 

the 
pro- 
our- 
oda- 


‘ully 


s of 
; are 
r in 


sive 


olor 
lors 
rint- 
ora- 








Many requests have reached us lately for a chart, or record sheet, for keeping accurate information on Direct 


Mail costs and results. 


Here is a chart that is very complete and covers all the information needed to show results received. Have the 
chart printed on fairly large envelopes, so that a complete specimen of the mailing can be filed right along with 


the record. 





TALE OF TURNING TABLES 


The Reporter usually hands out 
the criticism. This‘time we had to 
take some. E. B. Brink, State Man- 
ager of the Mutual Benefit Health 
and Accident Association, Book 
Building, Detroit 26, Michigan sent 
us $3.00 and asked us to put through 
a subscription for 8S. C. Carroll, Vice 
President of the Association at 
Omaha, Nebraska. 


We acknowledged the subscription 
with the following letter: 


“You will receive The Reporter for 
the next twelve months with the com- 
pliments of Mr. E. B. Brink of the 
Michigan Branch Office. 


The subscription will run from July, 
1945 to June, 1946. A copy of our July 
number has been mailed to you in a 
separate envelope. The August report 
will be ready for mailing about Sep- 
tember 15th. 


THE REPORTER 


The Reporter covers the Direct Mail 
advertising field. We try to fill every 
issue with ideas and suggestions that 
can be adapted to any business. 


We hope you will receive a great 
deal of enjoyment and profitable in- 
formation from all the issues to 
come.” 


It seems Mr. Carroll is an expert 
on good letter writing. He didn’t 
like our letter. This is the way he 
blue penciled it. 


“Your good friend, E. B. Brink, has 
paid for twelve copies of The Reporter 
for you, beginning with July, 1945. 


The Reporter covers the Direct Mail 
advertising field. Ideas and sugges- 
tions that can be adapted ‘to any busi- 
ness fill its pages. 


We hope you will receive a great 
deal of enjoyment and profitable in- 
formation from all the issues to come, 
and will welcome any comments that 
might help us be more helpful.” 


Mr. Carroll’s letter is much better. 
It is shorter—much more to the 
point. We admit that our letter sort 
of rambles around. 

It’s good for us to be checked up 
like this. A carelessly written letter 
is always bad. So... our thanks to 
Mr. Carroll for taking time out to 
criticize. e 


LIKES GRADY 
Dear Henry: 


I have just got around to reading 
James Grady’s article on “Seven 
Guides to Friendly, Effective Letters.” 


It is one of the best darn articles 
I have read on letters because it is 
down to earth and specific. 

Let’s have more and more articles 
like it. 

Howard Dana Shaw, 1525 Chestnut 
Street, Philadelphia 2, Penna. 

Reporter’s Note: You have more 
, . » in this issue. 
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Leo Bott’s amusing article in last 
month’s Reporter (The Advertising 
Game of Post Office) sent us scur- 
rying for a copy of the Postal Guide 
to see if we couldn’t invent an 
equally amusing game about some 
other subject. 


But just as soon as we opened the 
book we gave up trying to play 
games. We found, in the alphabeti- 
cal list of P. O.s things that were 
far from amusing — particularly if 
you are interested in getting your 
mail delivered properly and expedi- 
tiously. 


Starting with Abbeville and Ab- 
bott—of which there are 5 of each 
(in as many different states) and 
ending with Zuni and Zuriche of 
which there are only 2 each, it 
seemed to us that there were more 
P.O.s with duplicates in other states 
than there were individual names. 


Albany has usually meant New 
York or Georgia to us—but there 
are 17 Albanys in this country—and 
Boston could only be Massachusetts, 
that is until we discovered there 
were 10 others scattered around the 
various states. 


We’ve always known there were 
a few Centervilles in this lovely na- 
tion—but it was a bit of a shock to 
find that 22 was the total amount. 
And 27 Chesters and 28 Clintons 
didn’t do our peace of mind much 
good. 


It just seems no name is sacred— 
there are 6 Philadelphias, 25 Spring- 
fields, 12 Denvers, 23 Clevelands, 7 
Omahas, 3 Minneapolis’ and even 
2 Milwaukees — and we haven’t 
scratched the surface on duplica- 
tions. 


If you’re interested in bets—the 
leadership in number of duplications 
goes to Franklin. (Isn’t there just 
a bit of irony in the fact that the 
man who really started the United 
States Post Office system, and cer- 
tainly the one who is often called 
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POST OFFICE 


by EDWARD N. MAYER, Jr. 


“Father of the Postal Service” 
should be so honored—if that’s the 
proper word?) 


Nevertheless the Guide lists 30 
Franklins not to mention a Franklin 
Station in Baltimore, another in 
Houston and still another in Minne- 
apolis. If that isn’t bad enough there 
are Franklins in Connecticut and 
Oklahoma that do not have any Post 
Office, although mail will be deliv- 
ered there if so addressed. And as 
a fitting climax of confusion—al- 
though the Guide lists only one 
Franklin in Pennsylvania there are 
really two in that state. There’s no 
Post Office at one of them—but— 
well you can address mail to Frank- 
lin, Connecticut and it will get there 
—you hope. 


All of the foregoing makes inter- 
esting reading no doubt — but the 
real interest should lie in other di- 
rections. Probably the most amaz- 
ine part of the storv is that the Post 
Office, in spite of all the duplications 
manages to make so few mistakes in 
delivery. You can help them make 
even less (mistakes) if you’ll stop 
abbreviating the name of the STATE 
—and if a letter you’ve addressed to 
Newark, New Jersey, does take a 
special 10-day excursion through 
Newark, Ohio, by way of Newark, 
New York, with stopoffs at Newark 
in Arkansas, California, Delaware, 
Illinois, Maryland, Missouri, Ne- 
braska, South Dakota, Texas, and 
West Virginia, please be a little pa- 
tient. REMEMBER THEY STILL 
PUT ERASERS ON LEAD PEN- 
CILS AND MATS UNDER CUSPI- 
DORS. 

x wk * 


As this is written, Congress hasn’t 
done anything new about changing 
Postal Rates. Not that that’s any 
guarantee that they won’t — and 
soon. However, in Washington these 
days there seems to be a change in 
attitude. It manifested itself in 
Postmaster Hannegan’s recent 












speech recommending a reduction of 
Air Mail Rates to 5c—and there 
seem to be several straws in the 
wind that point toward a change in 
attitude along with a change in 
Postmasters. Nothing definite — 
nothing you can put your finger on— 
nevertheless we’re more optimistic 
than we were. But if the Post Office 
goes ahead with all the changes they 
planned last spring—we’d only be 
disappointed—not surprised. 


x *k * 


You may remember our remarks 
about reading the Postal Bulletin in 
place of the daily newspaper if you 
wanted to keep track of the victori- 
ous campaigns of the Army. That 
was before V-E Day of course, and 
we were talking about the speed 
with which the Post Office reopened 
postal service to various liberated or 
conquered countries. Well here’s an 
item from a recent Bulletin that ap- 
peared only several days after the 
first public sale of D. D. T. Maybe 
there was more in my facetious re- 
mark than met the eye. At least this 
item should prove that the Post Of- 
fice doesn’t waste anytime in keep- 
ing up with current discoveries, etc. 


Instructions of Second Assistant 
Postmaster General 


“The insecticide D. D. T. (dichloro- 
diphenyl-trichloroethane), in any 
strength, is mailable in the domestic 
service when packed and labeled to 
meet the requirements of paragraph 
4 (b), section 588, and paragraph 4 
(f), section 590, Postal Laws and Reg- 
ulations. When in solution the solvent 
must be a mailable liquid having a 
flash point above 80° F.” 


x * * 


More about the news value of the 
Postal Bulletin. Just as it kept pace 
with our victorious Army and Navy 
too, now it keeps pace with demobi- 
lization. Hardly an issue that doesn’t 
carry a fairly extensive list of Mili- 
tary and Naval Post Offices that 
have been discontinued, or a list of 
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Prominent Users of Strathmore Letterhead Paper: No. 61 of a Series 


tee LETTERHEAD WORT IY 
OF YOUR FUTURE? = 


September 8th marks the 25th anniversary of the first scheduled 
coast-to-coast air mail flight, on the same route over which United 
Air Lines now flies wartime plane loads of mail, express and pas- 








sengers. In the postwar days of fabulous luxury flying just ahead, 
United will be ready with new giant Mainliners to wing through 
the skies at five miles a minute! 


To commemorate this 25th birthday, United Air Lines has chosen 
a Strathmore paper for its anniversary letterhead — as a worthy 
and handsome representative to speak for the future of this great 
air line. YOU, too, should use a letterhead that says “progress” for 
YOUR company. With lighter weight papers necessary under gov- 
ernment regulations, quality is more important than ever. The 


Strathmore watermark is your assurance of that quality. 


STRATHMORE 





MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 











YOUR WASTE PAPER IS URGENTLY NEEDED — Over 700,000 war items, 
shipped to the fighting fronts, are either made of or packed in paper. Much of this paper 
is made by re-processing waste paper. Clean out your old files and obsolete printed matter 
and get it into the hands of your local waste dealer or salvage committee immediately. 


























PAPER IS PART OF 


TODAY’S 
PICTURE 


Current Strathmore advertising 
points out how essential paper 
is to the war effort,. features 
leading industries that use 
* Strathmore in their Victory 
programs, stresses the point 
that good letterheads help 
maintain the reputation every 
firm is guarding today. 
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summer offices that have been closed 
or a group of new offices that have 
been opened. We could be wrong 
but we know of no better invest- 
ment for Direct Mail men and 
women than a subscription to the 
Postal Bulletin. Published Tuesday 
and Friday, you can subscribe for 
the insignificant sum of $2.00 per 
year. Write to the Superintendent 
of Documents, Washington 25, D. C. 


x * * 


This paragraph from the Postal 
Bulletin of September 11, should be 
worthwhile adding to your scrap- 
book of “Things to Remember.” 


“It has come to attention that in 
some instances copies of publications 
entered as second-class matter are be- 
ing improperly accepted for mailing 
as free-in-county matter although 
such publications are printed wholly 
outside the county in which published 
and admitted to the second class of 
mail matter. It also appears that in 
some instances, even though the pub- 
lication is printed in whole or in part 
in county of publication, copies for 
delivery at letter-carrier post offices 
within the same county are being ac- 
cepted as free-in-county mailings, as 
are also copies which although for 
delivery out of a non-letter-carrier 
office in the county of publication are 
for delivery to subscribers residing in 
another county. 


The law governing the _ free-in- 
county mailing privilege prescribes 
that “publications of the second class, 
one copy to each actual subscriber 
residing in the county where the same 
are printed, in whole or in part, and 
published, shall go free through the 
mail; but the same shall not be de- 
livered at letter-carrier offices, or dis- 
tributed by carriers, unless postage is 
paid thereon at - - - (the cent-a- 
pound rate).” 


“Postmasters should give this im- 
mediate attention and see to it that 
proper postage is collected on copies 
of publications which are not printed 
in the county in which published. In 
this connection see sections 245 and 
543, Postal Laws and Regulations.” 


Postal Notes have really proven 
their value. They went on sale Oct. 
ist in all second-class Post Offices, 
making a total of more than 8,000 
Post Offices of the first and second 
class where they’ll be available. It 
won’t be long before third and 
fourth class offices will be permitted 
to sell them. 


If you’re selling any item for less 
than $10.00 (by mail)—it will pay 
to inyestigate Postal Notes—and 
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their use in your business. See your 
own Postmaster—or write the De- 
partment in Washington for com- 
plete information. 


x*k 


More news from George Fitzpat- 


rick of Sydney, Australia. This time 


with a heart-warming item about 
Australian Red Tape. Heart warm- 
ing because we have so much of it 
in our own country that we get a 
kick out of someone else’s suffering. 
The letter from George tells of his 
current fight with the Postal Au- 
thorities in Canberra for permission 
to send used postage stamps out of 
the Commonwealth. So far he hasn’t 
succeeded nor has he found out why 
he can’t send them—but he’s work- 
ing on it—and maybe one of these 
days he’ll write again and tell us 
why you couldn’t send them—and 
that the regulation has been re- 
pealed. 
x * * 


The Esquire Case isn’t over yet. 
It’s going to the Supreme Court as 
you can see from the following ex- 
cerpt from the New York Times. 
And we’re glad it is—not because 
we ever thought Esquire should be 
banned from the mails—but because 
we think it’s high time the high court 
definitely decided—once and for all 
—just what powers the Post Office 
Department has in what we like to 
call the “Censorship” field. 


“The Department of Justice asked 
the Supreme Court today to determine 
the powers of the Post Office Depart- 
ment and Congress to limit the use of 
second-class mailing privileges. It filed 
a petition seeking review of legal ques- 
tions involved in the revocation by 
Frank Walker, former Postmaster 
General, of the second-class mailing 
privileges of Esquire Magazine. Mr. 
Walker took the action in December, 
1943, and it was challenged in the 
District of Columbia Federal Court, 
which sustained him. The Court of 
Appeals for the District, in an opinion 
written by Justice Thurman Arnold, 
reversed the decision and held that the 
Postmaster General did not have au- 
thority to revoke second-class mail- 
ing privileges for the reasons assigned 
in the Esquire case. 


“The Department of Justice asserted 
in its appeal today that the decision 
left the Post Office Department “at 
sea” and cast doubts upon the con- 
stitutionality of possible legislation in 
the future to limit second-class mail- 
ing privileges.” 








Here’s an important last minute 
item from the Bulletin of September 
28th: 


RESTORATION OF NORMAL DI- 
MENSIONS OF MAIL FOR DE- 
LIVERY TO CIVILIANS OUT- 
SIDE THE CONTINENTAL 
UNITED STATES 


Order No. 29232 
Dated September 26, 1945 


Effective October 1, in order to al- 
low the mailing to civilians at over- 
seas destinations of parcels containing 
bulky articles such as overcoats, blan- 
kets, etc., which, due to their very 
nature, cannot be divided, the normal 
dimensional limits prescribed in the 
current Official Postal Guide (part II 
or part I as the case may be) will 
apply to all mail (including parcel 
post) addressed for delivery through 
a civilian post office in any foreign 
country, in the Philippine Islands, or 
in any United States territory or pos- 
session. Order No. 17471 of April 20, 
1942, and any subsequent orders re- 
stricting the dimensions of mail for 
the destinations indicated above, are 
modified accordingly. 


The removal of this restriction does 
not in any way affect the licensing re- 
quirements of the Foreign Economic 
Administration. 


|] ANNUAL REPORT .. . Harris, 
Seybold, Potter Company, Cleve- 
land 5, Ohio. Size 11”x8%” (ver- 
tical style) 24 pages and covers. 
A full color lithographed job that 
is outstanding in every way. Solid 
brown borders used throughout 
the report are very attractive. Copy 
well handled and gives the reader 
a complete story of the H-S-P 
plant—their production for war, 
their reconversion to peacetime 
production and some of their new 
products. Clean cut, attractive 
photographs used to illustrate copy. 
Well done pictorial chart in back 
of report used to show how income 
was distributed. Last two pages 
devoted to full listing of employees 
with a service record of ten. years 
or more. A token of appreciation 
that “old-time” employees find 
very gratifying. On the back cover, 
photographs of the Cleveland and 
Dayton plants highlighted in a 
solid green background. Our con- 
gratulations to Harry A. Porter, 
Vice President in Charge of Sales, 
for turning out a _ super-excellent 
annual report. 
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| 1. VAC Kay tort Me 





if in your school of thought there’s a real place for direct adver- 
tising ... if you’re going to need new booklets, folders, catalogs 
or sales letters to keep you at the head of the postwar class... 
perhaps we can teach you some new techniques not found in any 
textbook. Resultful techniques that will hit the mark — and the 


market — for you. 


Our work seldom conflicts with, but rather supplements that of the 
general advertising agency. For ours is a separate specialized field. 


And, practicing what we teach, we in turn handle no radio or space, 


You'll find we're good students; we catch on quickly. And we won't 
need a whole semester to grasp details of your business. But — the 
second bell has rung and you won't want to be tardy. So how 
about playing hooky some day soon and getting together to talk 


things over? Or, we could make a date for some evening after school. 


S21 FIFTH AVENUE, NEW YORK 17 - MUrray Hill 2-5330 
80 BROAD STREET, BOSTON 10 - HANcock 3360 








Another New Monthly Feature 





Correspondence Supervision 


Henry Hoke’s idea of a Corres- 
pondence Supervision Department 
or a Letter-Clinic-In-Print appeals 
to me. Apparently it appeals to a 
lot of you, judging from the letters 
you sent to Henry after he invited 
your comments last month. 


I like the idea because The 
Reporter reaches the kind of people 
who can get some action on a 
campaign to humanize and simplify 
business letters. Later, we'll talk 
about the kind of campaign that 
should stir up some thinking and 
even some good wholesome kidding 
about your company’s letters. I 
am thinking of a campaign that will 
move your correspondents — from 
the president to the so-called cor- 
respondence clerk—to take off their 
masks, climb down from their lofty 
perches to our level and perhaps 
even to smile when they dictate 
letters to us customers. After all, 
startling as it may seem to some 
writers of business letters, cus- 
tomers are people and they respond 
just as you and I do to letters that 
talk to them simply, reasonably 
and courteously. 


e 


Why do I think that you folks 
. who read The Reporter can get some 
action, once you see the damage 
done by your company’s letters- - 
damage to your public relations, 
your sales, your profits and your 
correspondents themselves? Be- 
cause Senior Executives read The 
Reporter and Senior Executives 
know that as the company’s top 
management they are responsible 
for setting satisfactory standards 
of performance and for providing 
practical on-the-job training to help 
employees measure up to, or sur- 
pass, those standards. Incidentally, 
in my work with the top manage- 
ment of several hundred companies 
during the past nineteen years, I 
have found that most Senior Exe- 
culives welcome suggestions on 
how to improve their own letters. 
And unfortunately in many cases 
top management’s letters are im- 
itated by their subordinates and 
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By JAMES F. GRADY 





Reporter’s Note: We have been 
promising for a long time to start 
a monthly department on Cor- 
respondence Supervision and 
Letter Correction. It didn’t take 
us long after peace was declared 
to complete arrangements with 
James Grady. He, as you prob- 
ably know, was the man most re- 
sponsible for the training course 
instituted by the Department of 
Agriculture which was described 
in the June Reporter. James 
Grady has lectured and conduct- 
ed Correspondence Supervision 
Courses in many cities through- 
out the land. Some cf the sea- 
soned Direct Mail people who 
read this magazine may not need 
such a course ... but our hunch 
is that we all do. If you, as an 
individual reader, feel that you 
do not need it . . . pass the infor- 
mation along to some one who 
may be helped in your own organ- 
ization. We want all of you to 
participate in this new depart- 
ment. Enter into the discussion. 
Give us and James Grady your 
pet problems. Send us your let- 
ters. We will give you a lively 
and informative monthly round 
table on better letters. 


H. H. 











are the principal cause of the poor 
letter writing practices in their 
company. 


Advertising directors and sales 
managers who read The Reporter 
know the importance of better let- 
ters, and no one needs to tell these 
guys and gals that the company’s 
letters can reinforce or nullify their 
sales efforts. Here’s a quick method 
of seeing the failure of the letters 
of most companies to back up the 
sales and advertising programs. 
Read the copy in your company’s 
advertisements, its Direct Mail, and 
particularly the monthly sales and 
good-will letters which the presi- 
dents and other Senior Executives 


of your company send to me and 
to your other customers. Then read 
the letters your correspondents dic- 
tate to me when I accept your in- 
vitation and ask for more informa- 
tion, or when my check doesn’t 
reach your office on time, or when 
I ask mildly for “an adjustment,” 
or even raise polite hell about your 
failure to deliver the goods or ser- 
vices you promised. If I were the 
advertising director or sales man- 
ager of your company, I’d be as 
much interested in measuring the 
response to the thousands of letters 
my company sends out as I would 
be in opinion polls, prospect re- 
actions, or whatever you call your 
method of determining the response 
to your sales and advertising cam- 
paigns. 


So, I’d expect a lot of action from 
the sales and advertising depart- 
ments in support of a campaign 
for better letters. Frankly, I’d ex- 
pect more action than from any 
other department in the company 
because campaigns are the special- 
ty of these experts in-shaping- 
public-opinion. 


I could go on telling why I’d 
expect the other groups of Reporter 
readers to get back of your com- 
pany’s campaign for better letters. 
But the value of this department of 
The Reporter depends on the space 
devoted to its clinical activities— 
its diagnosis of the ailments of 
letters and its prescriptions for 
improvement. I am interested in 
this department principally as a 
clinic because to me that suggests 
working on specimens. Some of 
these specimens may require only 
minor treatment; others will un- 
doubtedly need surgical attention, 
perhaps even a major operation. So, 
we'll ieave it to you to determine 
your special interest in having your 
company wage a campaign for bet- 
ter letters, and we know you’ll do 
something about your own letters, 
in addition to urging the folks in 
the other departments to improve 
theirs. 
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Another reason for ending this 
introduction and moving over to our 
clinic is that too many details, how- 
ever important they may seem, will 
ruin a magazine department—or 


a lietter. Maybe you’ve heard of 
the tourist who drove up to the 
policeman at 42nd Street and Broad- 
way, and asked: “Officer, where am 
1?” “42nd and Broadway,” replied 
the cop. “Cut out the details, offi- 
cer. What town is this?” 


I'll wager that cutting out the 
“details” will prove one of the 
simplest and most effective methods 
of improving the tone, as well as 
the directness and clarity of your 
letters. 


Before we start to work on a 
specimen, let’s consider the stand- 
ards we will use in judging letters. 
Briefly, these standards are the 
same as those used in appraising 
salesmen, or anyone who represents 
the company. Obviously, your per- 
sonal representative should make 
a favorable impression, discuss the 
company’s work from the custo- 
mer’s viewpoint and present facts 
accurately, clearly, courteously, per- 
suasively, completely and yet with 
reasonable brevity. So, the letter 
as a substitute for a personal visit 
should be complete, concise, clear, 
correct, appropriate in tone and 
neat and well set up. These stand- 
ards are presented more fully on the 
Letter Appraisal Chart on page 24. 
This chart, with its questions con- 
cerning each standard, has been 
used as the basis of letter discus- 
sions in several thousand clinics held 
in various companies in practically 
every section of the country. Busi- 
ness men and women who have used 
this device in their program for 
attaining increased letter writing 
skill report that it has helped them 
to form the habit of asking search- 
ing questions about their letters. 
They report that the use of the 
chart has revealed to them their 
weaknesses and has shown them 
the directions in which to concen- 
trate their efforts toward improve- 
ment. Supervisors have found that 
the Letter Appraisal Chart helps 
them to review critically yet con- 
structively letters prepared by sub- 
ordinates and to indicate the speci- 
fie weaknesses which necessitate 
revision. 


Now we have time for the analy- 
sis of one, or maybe two, specimens. 
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With these free Hammermill helps you can design time- and money-saving 
business forms exactly fitted for the job you want them to do: 


2. Layout Sheet (either typewriter pica- 





your own Form-Designing Expert 

























































































Send for these 5 Useful Tools! ... FREE! 


1, Hammermill plastic Form Layout Rule. 
Carries inch and pica printer’s scales, 
also pica and elite typewriter scales. 


tions on when and how to use forms, 
form-designing helps, etc. 


4. Manual of Paper Information. Tells 
what paper you can get. Lists Ham- 
or elite-spaced) for designing forms to mermill items available now. 


exact size and shape required. 
= 5. Hammermill Form-Designing Kit. Con- 


tains: 26-point check-list and printing 
Specification Sheets. 


3. Idea-book, ‘‘How to Design a Business 
Form.’ Gives economical sizes, sugges- 


Use the 26-point check-list to test efficiency of your present forms. Whatever 
is needed, this set of practical tools will guide you. Make your task easy. 
Mail the coupon. No salesman will call. 


> For business forms, rely on paper MADE for business use—Hammermill Bond 


LOOK FOR THE fe WATERMARK --- iT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Company, 1621 East Lake Road, Erie, Pa. 


Please send me—free—the Hammermill Form Designing material 
offered in your “‘The Reporter’? advertisement. 





... WITH 
VICTORY 


Name 











Position 








(Please write on, or attach to, your business Jetterhead) roma-sg 








Extra Profit 
Luz 
for EXECUTIVES 
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Q. What is 
DIRECT ADVERTISING? 


A. Printed Salesmanship aimed 
directly at your customer or 
prospect —reaching him in 
person, at his home, his of- 
fice, or at point of sale. 


Q. Why is it valuable now? 


A. It builds dealer organizations 

_disrupted during the War, 
creates consumer demand 
for your product by name, 
aids you in establishing your 
position in the heavily com- 
petitive post-war market. 


Q. Does my general Advertising 
Agency handle it? 


A. Some do—the majority do 
not, because Direct Adver- 
tising requires specialized 
techniques. 


Q. Can my Advertising Manager 
and his staff handle it? 


A. Yes—with the assistance and 
cooperation of a Recognized 
Leader in Direct Advertising 
such as the D. H. AHREND 
CO. 


@ AHREND CLIENTS HAVE 
WON TWELVE NATIONAL 
AWARDS WITHIN THE 
PAST THREE YEARS 


* 


Consultation without obligation in N. Y. 
Metropolitan Area. Elsewhere no charge 
will be made for consultation if our pro- 
posals are accepted. 


D. H. AHREND CO. 


52 Duane St., New York 7, N. Y. 
WoOrth 2-5892 


First, let’s look at a letter which 


an insurance company received 
from a policy holder:— 
“When my automobile insurance 


policy expires on September 1, please 
cancel it and send me the dividend. 
Your service has been very satis- 
factory, but I have decided to place 
my insurance for next year through 
a friend.” 


‘ How does the insurance com- 
pany’s reply rate as a representa- 
tive of that organization? 


“In accordance with instructions we 
have not renewed your automobile 
insurance policy No. 7190386 of the X 
Mutual Casualty Co. which expired 
September 1. We therefore enclose 
a dividend receipt in the amount 
of Six and 43/100 Dollars, ($6.43) 
being the credit due you under this 
policy. We request you to sign and 
return same to us at your earliest 
convenience. 


When the above mentioned is re- 
ceived we shall forward to you our 
check in the amount of Six and 43/100 
Dollars ($6.43). Thanking you to give 
immediate attention to this matter, 
we are.” 


The policy holder resented what 
he considered an arbitrary, unbusi- 
nesslike requirement. Why should 
the request for the return of a 
signed receipt in advance of pay- 
ment be made without any explan- 
ation of the reason for this require- 
ment? This is certainly a cold, un- 
friendly letter which is not likely 
to maintain the good will of the 
nolicyv holder. He had said that he 
considered the service satisfactory; 
why not use this comment to im- 
prove the tone of the reply and to 
suggest future business? 


Here’s one way of improving this 
snecimen :— 


“Your automobile insurance policy 
No. 7190386 of the X Mutual Casualty 
Company was canceled on September 
1. as you instructed us in your letter 
of August 28. 


The dividend due you is $6.43. We 
shall appreciate it if you will sign and 
return the enclosed dividend receipt, 
which we are required to forward 
to the X Mutual Casualty Company 
in Hartford, Connecticut, before pay- 
ment can be made. A stamped, ad- 
dressed envelope is enclosed for your 
reply. 

We are glad to know that our serv- 
ice has been satisfactory to you, and 
we hove that you will call on us if 
you decide to place your insurance 
with us again or if we can be of 
assistance to you in any way.” 


Remember, this is only one man’s 


style of letter. Your letter to the 
policy holder would be _ different, 









perhaps better, because each per- 
son’s style of expression is different 
from everyone else’s, just as your 
personality is different. We can 
agree on a plan for a letter—a topic 
that I would like to spend a little 
time on next month. Beyond that, 
each of us should express himself 
in the manner that is natural to 
him. Be yourself is our best guide 
for better letters. 


Let’s take one more specimen— | 
one that illustrates the stiffness and 
weakness of trite, stilted expres- 
sions. The following letter, we can 
be sure, did not stir the customer 
to prompt action. 


“The enclosed statement showing a 
balance of $71.00 exhibits your ac- 
count as it appeared on our records as 
of November 1, 1941. 


We respectfully solicit your atten- 
tion to this statement and ask that 
you favor us with your remittance 
covering the amount past due. 


Should there be any discrepancy be- 
tween our respective records, will you 
kindly advise the writer in order that 
proper adjustment may be made. 


Your’ kind 
appreciated.” 

Contrast this trite “substitute for 
a conversation” with the following 
me-to-you collection letter from 
Time: 


cooperation will be 


“Jones of Binghamton—he pays the 
freight. 


Thus, some fifty years ago, pro- 
claimed Jones’ Scale Works at Bing- 
hamton, New York, to its prospective 
customers. 


We know you want to pay the en- 
closed bill promptly—that you like 
to keep smali bills off your desk and 
out of your morning’s mail. So here 
is the freight—vrepaid—in anticipa- 
tion of your willingness to mail your 
remittance today.” 


(A three-cent stamp was attached.) 


The stereotyped language found 
in many business letters today is as 
absurd and inappropriate as_ the 
replies of the husband in the fol- 
lowing conversation: 


Wife: Have a hard day at the office? 


Husband: In response to your query 
of even date as to my day at the 
office, regret to say that business mat- 
ters were pressing and I am very 
tired. 

Wife: 
is ready. 


Well, come on now, dinner 


Husband: In re your statement con- 
cerning immediate preparations to 
serve dinner, beg to advise that it 
will be five minutes before I can act 
on this, due to the fact that I have 
just lighted a cigar. Regretting my 
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inability to comply promptly with your 
request, and trusting that the delay 
will not seriously inconvenience you. 


Wife: (peering sternly over her 
glasses): Come to dinner! It’s getting 
cold! 

Next month we’ll take up some 
specimens illustrating faulty plan- 
ning. Ill bring in a letter that 
failed to consider the customer’s 
point of view, or to give him a 
complete reply. Then, we’ll devote 
the rest of our space to discussing 
and appraising the specimens you 
send us. Be sure that you give us 
the incoming letter if there was 
one, aS well as your company’s 
letter. Any background facts about 
the customer or the circumstances 
which led to the writing of the 
letter will enable us to make a 
more helpful and thorough analysis. 
Names of customers or companies 
will not be used unless, of course, 
you authorize us to do so. 


* 
|] THE NATIONAL WAY TO MAR- 
KET ... the name of a very fine 


booklet produced by The National 
Process Company, Inc., 75 Varick 
Street, New York 13, N. Y. Size 
11” x 14", 32 pages and covers. An 
orchid goes to William H. Elliott, 
Sales Promotion Manager, for this 
job. Well written, profusely illus- 
trated with photographs and 
sketches. Front cover is green and 
red, with a solid dark green back 
cover. Green used throughout book 
as borders, color spots and to step- 
up illustrations. Really more than a 
booklet ... it is a catalog of printed 
helps which were made to train 
salesmen, secure the cooperation of 
retailers and energize selling pro- 
grams. Demonstrations are given of 
the way in which national advertis- 
ing is merchandised, and there is an 
interesting chart which assists in 
_ the planning and preparing of direct 
advertising. A fine job... well 
handled. 


® 
“Pa,” said the subscriber’s little 
daughter, “I know why editors call 
themselves ‘we’.” 
“Why?” 


“So the fellow who doesn’t like an 
article will think that there are too 
many for him to lick.” 

From Indiana Telephone News, 


h.m. Indiana Bell Telephone Co. 
Indianapolis 9, Indiana 
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Once... you had to bring your letter 

to the postoffice, pay the postage in cash. 
And people thought the U.S. postal 
system was a big improvement over 
sending mail by private messengers... 





Then . .. you had to buy a stamp for your 
letter; wet the stamp and stick it on, drop the 
letter in a mail box. And people said 
postage stamps were a great invention, a lot 
better than paying cash at the postoffice!- 





Now... you can use a postage meter!... 
which provides any value of postage needed, for 
any kind of mail—prints the stamp directly on 
the envelope, seals the flap at the same time, 
protects and records postage, speeds up mailing 
in your office, speeds up mail in the postoffice! 
Every office can use a postage meter. 
Any office can afford one! 

Pitney-Bowes is making postage meters 
again. Inquire at our nearest office—or write 
for an illustrated booklet! 


pitney-sowes Postage Meter 


PitNEY-BowEs, Inc., 2090 Pacific St., Stamford, Conn. 


Originators of Metered Mail, largest makers of postage meters 
Offices in principal cities. In Canada: Canadian Postage Meters, Ltd. 
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LETTER APPRAISAL CHART 


This appraisal chart is intended to assist you in revising your own letters or in indicating to 
others the specific weaknesses of the letters that are submitted to you for review. 


Before appraising a letter, be sure to determine its exact purpose. What response is desired 
from the addressee? 


CAN YOU ANSWER “YES” TO THE FOLLOWING QUESTIONS? 
IS THE LETTER: 
1. COMPLETE 


a. Does it give all information necessary to accomplish its purpose? 
b. Does it answer fully all the questions, asked or implied, in the incoming letter? 


2. CONCISE 


a. Does the letter include only the essential facts? 


b. Are the ideas expressed in the fewest words consistent with clearness, completeness, and 
courtesy; have irrelevant details and unnecessary repetition been eliminated? 


3. CLEAR 


. Is the language adapted to the vocabulary of the addressee? 
. Do the words exactly express the thought? 

Is the sentence structure clear? 

. Is each paragraph one complete thought unit? 


Are the paragraphs arranged in proper sequence; are the ideas presented in the most 
effective order? 


TAF OP 


4. CORRECT 


a. Is the accuracy of all factual information beyond question? 
b. Are all statements in strict conformity with policies? 


c. Is the letter free from: (1) grammatical errors, (2) spelling errors, (3) misleading 
punctuation? 


3». APPROPRIATE IN TONE 


a. Is the tone calculated to bring about the desired response? 

b. Is the letter free from antagonistic words or. phrases? 

c. Is it free from hackneyed or stilted phrases which may amuse or irritate the addressee? 
d. Does the entire letter evidence a desire to cooperate fully? 


6. NEAT AND WELL SET UP 
Will a favorable first impression be created by: (1) freedom from strikeovers and obvious 
erasures; (2) even typing; (3) position of letter on the page? 
HOW EFFECTIVE IS THE LETTER AS A WHOLE? 
To what extent is the letter likely to accomplish its purpose, obtain the desired response, and 


build good will? In other words, how do you rate its general effectiveness? Underline the word which 
best expresses your rating: 


OUTSTANDING - GOOD - PASSABLE - UNSATISFACTORY 


IN RATING ANOTHER’S LETTER: 
If the letter is “unsatisfactory,” be sure to indicate the specific weaknesses which necessitate 


revision. Similarly, if the letter is only “passable,” indicate clearly the weaknesses to which attention 
should be given in future letters. 


Reproduced with permission of the copyright owner, from “How to Dictate Better Letters” 
by James F. Grady and Milton Hall, published by Harper & Brothers, New York City. 
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ONE 
ADVERTISING MAN 
TO ANOTHER 


By GEORGE KINTER 


Dear Henry: 


I have just spent several blood- 
boiling hours reading bulletins 
from various Better Business Bu- 
reaus, reporting the many lousy and 
contemptible rackets that the hu- 
man rats are using to fleece honest 


but dumb people out of their hard . 


earned money. 


For instance, there are the long 
distance telephone solicitors oper- 
ating from New York soliciting ad- 
vertisements in the Worker’s Di- 
gest, a publication of the American 
Workers Research Foundation, 
Inc., of New York, a commercial 
enterprise for profit with NO con- 
nection with the A. F. of L. or the 
CG &. 


I wouldn’t feel too sorry for any 
business man who would fall for 
this sort of racket, because, if a 
man is smart enough to run a busi- 
ness he should be smart enough to 
check up on such solicitations. 


Nor do I feel any great pangs of 
pain for employers who buy quan- 
tities of booklets on the G. I. Bill at 
the rate of $35.00 per hundred from 
an organization known as ‘“Protest- 
ant War Veterans” led by one E. J. 
Smythe, under indictment, for al- 
leged sedition. 


And I can work up but little sym- 
pathy for concerns that are taken 
in by the “listing racket” practiced 
by many more or less “reputable” 
directories that is worked like this: 


Concerns that have listings in 
certain directories will receive 
clippings of these listings from 
other directories pasted on sheets 
such as are used for submitting 
proofs. The letters and wording 
on the sheets convey the idea that 
the listings appeared in previous 
issues and are merely sent along for 
checking. In busy offices of many 
concerns that have no regular ad- 
vertising departments, the clippings 
will be okeyed by someone and re- 
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was Hallmarked for a purpose... 


One reason Old English Silver is 
valued so highly by connoisseurs is 
the strict precaution taken to safe- 
guard its authenticity and high 
quality of artisanship. Experts look 
for the Guild Hallmarks stamped 
on each piece — the guarantee of its 
quality and manufacture by a maker 
of recognized standing. It is in that 
spirit that we watermark... 


EAGLE-A COUPON BOND 


100% Rag Extra No. 1 Grade 


Craftsmanship in the art of fine 
papermaking is an Eagle-A tradi- 
tion. For this reason, Eagle-A Coupon Bond holds a domi- 
nant position in the national market because its exceptional 
quality survives competitive tests. You'll like its bank-note 
crispness — you'll recognize its prestige quality as being 
worthy of representing you in all business transactions. 


Specify Eagle-A Coupon Bond to your printer, lithographer or engraver. 


Ask your stationer for 


EAGLE-A COUPON BOND BOXED TYPEWRITER PAPER 


FAGLE-A PAPERS 


AMERICAN WRITING PAPER CORPORATION e HOLYOKE MASSACHUSETTS 








What Shall It Profiteth 
Your Business? 





You have a mailing list of customers, 
former customers, inquirers and prospects, 
carefully built and paid for (perhaps even 
on plates or stencils) to help you increase 
your own sales by mail. 

To get maximum profits from your lists. 
why not address to them occasionally for 
other non-competitive Direct Mail Users 
who will pay you well, through us, for do- 
ing so? You'll be surprised how MOSELY 
CHECKS can add up in a year, without 
any sales work or bother on your part! 
Our experienced organization develops all 
arrangements for you. 


HERE'S ALL YOU 
DO TO START: 


Just send us full details about your lists, 
their counts by years, how arranged, aver- 
age sale, etc., with samples of your direct 
mail pieces, space ‘“‘ads’’ or radio scripts. 
We'll suggest the right rate for maximum 
volume and profit for you and maximum 
attractiveness to the mass direct mail 
seller, whom we service on rental use of 
lists all year through. Our activity can 
make a lot more profit for you, especially 
if you decide to register facts about your 
lists EXCLUSIVELY with 
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MOSELY SELECTIVE LIST SERVICE 


Nail Order SION Headquarters e 


38 NEWBURY STREET 
BOSTON 16 
You'll find that “‘MOSELY sends the CHECKS” 








AHREND CLIENTS 


have won 


IZ 


NATIONAL AWARDS 
IN THE LAST 3 YEARS 


Your Inquiry is Invited 


* 





Planning, Creating and Producing 
RESULTFUL 
Direct Advertising 


D. H. AHREND CO., INC. 


52 DUANE ST., NEW YORK 7, N. Y. 
WOrth 2-5892 





turned and the directories will get 
the listing without any selling 
effort. 


But I do feel downright sorry for 
victims of installment houses that 
keep adding purchases on the 
original bill and when the victim 
fails in a payment—with probably 
only a few dollars balance remain- 
ing, will swoop down and con- 
fiscate all of the items the victim 
has purchased. 


I am unusually bitter against 
these rats because my office is very 
close to one where the same fur- 
niture is sold and resold time after 
time. 


i I feel sorry also for the service- 


men who are gyped by rackets such 
as that operated by “Bud” Paulsen, 
8 S. Dearborn Street, Chicago. For 
$15.00 “Bud” offers servicemen a 
mail order plan which guarantees 
$100.00 a week net profit. Those 
who respond get packet of sample 
letters, instructions to purchase 
neckties at $4.00 a dozen wholesale, 
and mail them to any list of names, 
with the request that the recipients 
send $1.00. In other words, $15.00 
for a meaningless guarantee of 
$100.00 a week, and a description 
of the old unordered merchandising 


scheme. 


And I see red everytime I hear 
of the rackets that are being op- 
erated to get money out of wives 
and mothers of boys killed in the 
service. This racket was fully de- 
scribed on a recent program of “We 
the People’. A mother or wife -gets 
a phone call from someone who 
claims to be a close friend of the 
son or husband and was with him 
when he was killed. Naturally, the 
mother or wife insists on his com- 
ing to the house, only to find that he 
is in a distant city and broke. The 
mother or wife is only too glad 
to send him expense money. She 
does, and that is the end of the 
story. 


Tar and feathers would be a pun- 
ishment entirely too light for rats 
that operate such rackets and 
thanks be that the Better Business 
Bureaus are doing a fairly good 
job in putting their finger on them. 


With that little prayer in my 
eart, I turned to my correspond- 
ence and found a letter from 
Francis E. Nemzek, Advertising 
Manager of the Minnesota Linseed 





Oil Paint Co. It read: “Enclosed 
is some _ outrageous material 
headed; ‘Bloody Red Revolution’ 
sent out by a religious quack, Dr. 
Frank R. Robinson, Moscow, Idaho, 
who was once exposed by the Better 
Business Bureau. When I received 
the material in the mail yesterday, 
I didn’t know whether to get mad 
or laugh. The trouble with such 
things is that somebody is always 
bound to believe it.” 


I certainly hope that Mr. Nemzek 
didn’t laugh. The spewings of this 
Psychiana Religionist, Frank B. 
Robinson, D.D., Ph.D., is no laugh- 
ing matter. 


The four page circular this D.D., 
Ph.D., enclosed was a vicious at- 
tack on the Better Business Bureau, 
in red and black, stud-horse poster 
style, used so much by the propa- 
gandist you so valiantly fought dur- 
ing the war. The very appearance 
of the piece itself identified it as 
propaganda. 


I don’t know, Henry, whether I 
possess a sixth sense or not but 
for some reason or other I can spot 
insidious propaganda without read- 
ing it—there is just something 
about its physical appearance 
whether it is’ printed, mimeo- 
graphed or processed by some other 
means that stamps it as such. 


Accompanying the circular was a 
12-page pamphlet containing quo- 
tations from three pamphlets that 
a Senator by the name of Brookhart 
had printed in the Congressional 
Record. That hogwash didn’t in- 
terest me at all, because as you 
know, Henry, haters of honesty 
and decency can arrange to get any- 
thing printed in the Congressional 
Record. 


Before I threw the whole mess 
in the wastebasket I read the first 
paragraph of the letter that accom- 
panied it from D.D., Ph.D., Arch- 
bishop of the United States, Robin- 
son, and I quote: “I am too busy 
a man to take much time away 
from the Psychiana Religion, but 
when I see American Business as a 
whole called so crooked that it 
takes 85 “better” (?) Business 
‘bureaus’, with 85 highly-paid man- 
agers, a flock of office assistants, 
and a large flock of stool-pigeons to 
keep it straight—there is something 
in me that challenges the theory 
that we are that crooked.” End of 
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quote and I mean END. I wouldn't 
bore you, Henry, with the rest of 
his drivel. It is just the old stuff 
that you know by rote. But it is 
dangerous stuff—the kind of stuff 
designed to make the going easier 
for gyps and racketeers. 


When it comes to criticising the 
Better Business Bureaus, I have 
done a bit of it myself, not for what 
it has done, but for what it has left 
undone. It has fallen short in its 
efforts by not finding some method 
of acquainting the public at large 
with the rackets it uncovers. Its 
bulletins do not have wide enough 
coverage. They go only to mem- 
bers and _ prospective members. 
Every so often some feature writer 
may run a series of articles in 
newspapers, listing some of the ac- 
tivities of the Bureaus but some 
way should be provided to keep 
the public acquainted with the 
rackets the Bureaus uncover. There 
has always been a need for this 
but that need will be intensified 
during the next few years. 


I have criticised the Federal 
Trade Commission on the same 
grounds. As I mentioned in a 
former letter, the FTC issues a 
cease and desist order but the 
public knows nothing about it and 
I sometimes think that the FTC 
itself promptly forgets it. 


Many of our big “reputable” con- 
cerns have been cited by the FTC 
for using false and misleading 
claims in their advertising but a 
relatively small percentage of the 
public learn about it. While many 
of these false and misleading claims 
are more or less harmless and cause 
no actual loss to the people who 
swallow them, they do work a hard- 
ship on honest and conscientious 
advertisers. 


Thousands of women who use 
Palm Olive soap because they have 
been led to believe that two out 
of three of them can use it for 14 
days and gain a lovelier complexion 
are not “swindled”’. They are 
getting their money’s worth of neck 
cleaner, at least—that is if they use 
it on their necks—and a lot of them 
Should. But claims such as the 
Palm Olive people make and whicn 
the FTC ordered them to quit 
making--disgusts and irritates in- 
telligent people and cause them to 
lose respect for advertising as a 
whole—or have I said that before. 
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While She Powders 
Her Nose... 
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ALL THREE MACHINES ARE 
TYPING PERSONAL LETTERS 


Faster than human fingers can fly! 


AUTO-TYPIST is one of the most amazing business machines 
ever built. Any typewriter can be mounted on the mechanism. 
Then it will type letters—automatically—tfrom two to three times 
faster than human typists can work. Your typist can operate 
three or four AUTO-TYPISTS. She can turn out from 300 to 
500 letters a day—each letter completely and individually 
typed with a provision for manual interpolation of names. 
amounts, dates, or any other “personalizing” references. 


@ RUSH COUPON FOR DESCRIPTION 
OF THESE AMAZING MACHINES 


Office managers’ mouths drop open in amazement. Typists heave deep sighs of 
relief when they see perforated paper record rolls flashing out the tedious 
3 repetitive typing in one-third the time. Sales Managers boost responses to their 
mailings many times by leaving behind the old, easily detected ‘‘filled in’’ letters 
and sending individually typed letters to their prospects. Rush the coupon or 
a request on your ltetterhead tor complete description of the business machine 
g that out-performs even the most glowing words. You can’t be ‘‘up’”’ on the 
latest until you know all the ways in which AUTO-TYPIST can increase sales 


and collections, and speed mailings. Send today for the facts. They are free. 


AMERICAN AUTOMATIC TYPEWRITER CO. 


610 N. Carpenter Street Chicago 22, Illinois 
Offices in principal cities. 
a AMERICAN AUTOMATIC TYPEWRITER CO. } 
610 N. Carpenter St., Chicago 22, Illinois 
RUSH Tell me quick how one ordinary typist can turn out 300 to 500 individually | 


typewritten letters a day on AUTO-TYPISTS. All information is free and | am 
under no obligation. 


EN ee AEs) sdihdeiaai | 
FACTS Company = schuatda di ' 
FREE! Address ia a a a oan I 
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If I hadn’t received that letter 
from Advertising Manager, Francis 
Nemzek, I would have written you 
again on the subject of Radio com- 
mercials. I wanted to discuss the 
article: “Radio Must Grow Up,” in 
October issue of American Maga- 
zine, authored by Paul A. Porter, 
Chairman of the Federal Radio 
Commission. You probably read 
it and remember that he stated 
that if the radio industry is to 
avoid legislative intervention in 
certain phases of its operation, it 
should undertake to discontinue 
practices which are making the 
public angry. As I recall, I made 
a statement along that line in a 
former letter to you. This with 
the following letter from a gentle- 
man in East Williams, N. Y., by 
the name of Nicholas Meyer, leads 
me to the suspicion that you are 
letting others read the letters I 
write you. 


Here is what Mr. Meyers has to 
Say: 


“Your discussions concerning 
radio commercials are very inter- 
esting. 


I don’t know if I am “average” 
listener or not, but my radio is 


“off” most of the time, mainly be- 
cause of the commercials. 


Occasionally I turn on a pro- 
gram with good music, for example 
the Firestone or Telephone pro- 
grams. At the mid point when the 
interrupting commercial starts, I 
turn the radio off and then forget 
to turn it on again. A few words in 
the middle of the program, for ex- 
ample “This program comes 
through the courtesy of the Fire- 
stone Company”, would in my opin- 
ion sell as much good will as a five 
minute talk. 


Alas, WQXR commercials are like 
the rest of the stations, but years 
ago they had short commercials, for 
example “This is station WQXR op- 
erating on ———-, remember Mar- 
tinson’s Coffee, it costs more per 
pound but costs less per cup. Next 
we will hear 





This seemed to me like a perfect 
commercial, that’s why I have re- 
membered it so many years. 


And by-the-way, Henry, you will 
remember my suggesting that it 
might be a good idea to start a 
“Rogues Gallery” in your publica- 
tion and in it reprint tops in “stink- 
eroo” advertising. Here’s one from 











RID - A - SINUS | 
Trere are millions of people who suffer with | 
Sinus — Catarrh — Headcolds — Headaches — Hayfever | 
— Running Eyes and Nose — who would be delighted 
with RID-A-SINUS. IT’S DIFFERENT, has no equal 
in treating the above. And is guaranteed to com- 
pletely clear up your Sinus or Catarrh or money refund- 
ed, and the price is very low. Only 65c post paid. 


RHEUM - O | 


Have you tried RHEUM-O YET? It is excell. — 
ent for ARTHRITIS — RHEUMATIC — NEURITIS — | 
SCIATICA — LUMBAGO — GOUT — and LEG PAINS. | 
THOSE WHO USE IT — LIKE iT. Powdered herbs | 
one month treatment $1.20. Just you iry RHEUM-O. 

SPACE WON’T ALLOW } 

Us to tell you about STOMACH-RITE which | 
thousands are using. Those who get up in the morn- 
ings feeling tired, no energy — or have Sluggish Liver 
— hidneys — Gall Bladder — Indigestion — Gas Full- 
ness After Eating. Etc., OK about our money bach if 
it fails te grow — Hair Tonic, remove Dandruff, stop 
falling hair. 


SPECIAL $2.50 post paid bottle for $1.55. 


This 
hair tonic has been on the market since 1933. Men ° 
and Women are pleased with it. 


We also treat ASTHMA — BRONCHITIS — | 
NERVES — CORNS — WARTS — PIMPLES — BOILS 
— ECZEMA — PSORIASIS — CONSTIPATION — 
TONSILS — TRAIN - CAR and SEASICKNESS AND 
MANY MORE. SEND FOR CIRCULAR — WHY BE 
BALD? AND PRICE LIST OF OTHER REMEDIES. 
We treat what alls you. 


CANADA'S GREATEST RETAIL HERBALISTS. 
WE BRING HEALTH AND HAPPINESS TO 
YOUR HOME. 


HEALTH & HAPPINESS CO. 


HERB SPECIALISTS 
DANFORTH 





2162 TORONTO 13 
M5—203 








N. 8S. Horton, Advertising Manager 
of Ayerst, McKenna & Harrison, 
Biological and Pharmaceutical 
Chemists, New York. It really con- 
tains more laughing gas. than 
stinkroot. GEO. KINTER. 





Save Time! Tie Your Mailings 

















SAXMAYER MODEL 6—vwidely used for tying 


direct mail—also used as a general purpose tyer. 











the SAXMAYER way! 


Speed up your mail handling 
Operations and cut costs—tie your 
direct mail with SAXMAYER 
tying machines: ties big or little 
packages neatly and securely with 
split-second speed—easy to operate 
—anyone can learn. Automatically 
adjusts itself to any size package 
within the capacity of the machine. 
Saves up to one half the twine and 
tying time. Quality guaranteed by 
manufacturer 32 years in the busi- 
ness of supplying over 100 lines of 
industry with tying equipment. 
Write for details. 


NATIONAL BUNDLE TYER CO. 


Blissfield, Mich. 


ANNUAL & SPECIAL REPORTS 


1944 at PEABODY HOME after 


Seventy Years—-issued by The Pea- 
body Home, 1000 Pelham Parkway, 
Bronx 61, New York. Size 6” x9”, 
16 pages. Tells an interesting and 
well illustrated story of this home 
for elderly women. Front cover, 
with grey background and reverse 
type, shows photograph of Red 
Cross worker, and back cover an 
illustration of the very attractive 
entrance to the Home. The same 
grey is also used for sketched illus- 
trations throughout the report. A 
condensed financial statement ap- 
pears in the back of the booklet. A 
well written, sympathetically han- 
dled report. 


WINGS OVER THE WORLD— 
annual report for 1944, issued by the 
Pan American World Airways, 80 
East 42nd Street, New York 17, 
N. Y. Size 8%” x11”, 32 pages and 
covers. A beautiful booklet. Cover, 
in blue, gold and black, shows illus- 
tration of globe floating in the 
clouds. Back cover, a solid blue 
background, with illustrations of 
uniform and service insignia of the 
PAA in full color. Inside spread 
shows picture of one of the new 
giant clippers. Profusely illustrated 
with very interesting photographs, 
sketches, maps and pictorial charts. 
Financial statements occupy four 
pages in back of book. Copy very 
well written. Deserves a_ special 
bouquet. 


A REPORT TO THE VOTERS’ 
CLUB— issued by The Voters’ Club 
of the town of Litchfield, Connecti- 
cut. Size 6” x9”, 32 pages and cov- 
ers. A fine public relations job. 
Cover, in grey, shows an old fash- 
ioned town crier carrying a scroll 
bearing title of book. No other color 
used, but inside pages are well 
printed and laid out, with numerous 
pen and ink sketches. Gives a com- 
plete story of the town in interest- 
ing and easy-to-read manner. Was 
produced under the guidance of the 
Connecticut Public Expenditure 
Council—as a challenge to residents 
of Litchfield to take an intelligent 
interest and an active part in the 
affairs of the town. A very fine 
effort—and the same idea could be 
put to work all over the country. 
Most of us know altogether too 
little about our home towns. 
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When you want to KNOW... so to an expert! 


MAAS AMAA — 





AN UNCHALLENGED AUTHORITY on the quality of paper 


is the man to whom paper is a business— your printer. 


He can't afford to take chances on doubtful paper 
stock. His own reputation for excellence requires him 
to work with paper whose quality just can’t miss. 


Ask him man-to-man what he knows about Rising 
papers. Printers know them as papers that are just a 
bit extra special ...whose standards are better than just 
average good. That’s an opinion molded by the lessons 
of experience ... an opinion you can rely on fully! 


he same rigid demands of quality are adhered to in 
the making of Rising technical papers, too. Rising 
Paper Company, Housatonic, Mass. 


Ask your printer...he KNOWS paper! 


Rising Papers 


PRINTING AND TECHNICAL 





WASTE PAPER IS WAR MATERIAL...KEEP SAVING IT! 
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REPLY-O 


The United States Rubber Co. says: 


“|. greatly pleased. Bevter than 10% 
replies requesting a salesman to call. 


Why it ups returns 
The address on the reply form 
occupies the “‘fill-in” spot 0. 
your letter. No signature 
needed. America’s largest 
mailers use Reply-O _-———" 
Letter. 


T 
R LET sh 
haere Town 











Write for samples today 


The REPLY-O PRODUCTS Co. 


150 W. 22 St. N.Y. 11 + 215 N. Michigan, Chicago | 





How to MASS PRODUCE 


NEW CUSTOMERS 


Direct by Mail 


to Customers 

The production of New Customers—in large 
volume quick!y—direct mail to Consumer lifts 
Sales, increases profits. 

MILLIONS OF MAIL BUYERS, 

INQUIRERS, PROSPECTS for ONE- 

TIME RENTAL ADDRESSING 
give you direct contact with those who like, 
and can afford, to buy. Cost is reasonable, 
methods proven. The nation turns to Boston 
for much of its counsel and service on how to 
get New Business on a MASS BASIS by mail. 
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MOSELY SELECTIVE LIST SERVICE 


Mail Order 8 Neadguarters 
va'p’ 


38 NEWBURY STREET . 


BOSTON !6 
COMmonwealth 3380-3381 
10th year 


“MOSELY has the MASS MAIL MARKETS” 
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When you think of mailing-lists— 
think of GUILD 


76 NINTH AVENUE 
NEW YORK 11, N. Y. 
Chicago Office, 7 So. Dearborn St. 








Notes from a 








Mail Selling Scrapbook 


By JAMES M. MOSELY 


The past 30 days have been a 
madhouse of activity to get mail 
campaigns ready to move... 


scrambling for envelopes . . . push- 
ing the printer ... getting advance 
okays from list owners... writing 


copy or trying to find a consultant 
who can do it . .. trying to find 
a lettershop which can get multi- 
graphing, collating, etc., out . 
looking for new equipment 
lining up the increased paper now 
permitted ... watching results on 
tests ... greeting the boys coming 
back. 


a 


Most Direct Mail selling execu- 
tives will be craving a winter vaca- 
tion when they have “put their 
campaigns to bed” and have them 
running smoothly. 





The labor bottleneck hasn’t let 
up yet, but will by midyear, 1946, 
at least some mail sellers believe ... 
and costs haven’t gone down yet. 





Results appear to have _ been 


somewhat off. 





Activity on use of lists of mail 
buyers-inquirers is moving into a 
new high. Some lists are being 
scheduled as far ahead as next 
July ... January will be a whopper 
of a mailing month. Most 
Christmas campaigns will go out 
early. 


ee oe 


The veterans as prospects are 
being recognized as more important 
every day. 


The minute they’re detached, they 
start getting mail... sometimes it’s 
at home on the mantlepiece when 
they get there. After months of 
no third class, it probably looks as 
welcome as the “ads” in the news- 
papers or magazines or the corny 
announcements on the radio. 





It hits the veteran when, what- 
ever his status befo’ de wah, he has 
some coins jingling in his pockets, 
even though not for long. 





Most mail order departments or 
organizations are planning to offer 
to re-employ all returning service- 
men who used to work for them 
and to keep their present men for 
expanded activities. . . .One or two 
progressive companies. sent nice 
checks monthly to _ servicemen’s 
families during the war. .. .There’s 
going to be more and more talent 
around soon. 


- 





Interest in Direct Mail throughout 
the world is picking up. 


The USA is known as never be- 
fore. Returning vets know many 
corners intimately. Big business 
is expected to be done with Direct 
Mail as the main in-between med- 
ium, especially as world air mail 
speeds up. 





“The veteran’s guide”, a 64-page 
manual for “vets,” is being offered 
Direct Mail by the COMMERCIAL 
TRAVELERS MUTUAL ACCI- 
DENT ASSOCIATION OF AMERI- 
CA, H. E. Trevvett, secretary- 
treasurer. 


Back inside cover has a plug for 
company’s policy with postage-pre- 
paid coupon to request more info. I 
have the impression that this serv- 
ice to the veteran will be appreci- 
ated ... and bring mail business 
to its sponsor. 





“The sort of information I’m 
seeking from other Direct Mail users 
is not results of test showing 1/10 of 
1% difference in results when three 
green stamps are used instead of 
one purple one—that sort of thing 
is all hogwash”, comments SCRAP- 
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BOOK contributor Paul J. Bringe, 
sales manager, MILWAUKEE 
(Wis.) DUSTLESS BRUSH COM- 
PANY, who has achieved much suc- 
cess in selling specialized industrial 
brushes to the user by mail. I'll 
be glad to hear from readers who 
agree or disagree with him (or 
me) anytime! 


“Why not try to get some of the 
large mail users to talk about their 
work in a general way—what they 
hope to accomplish and why they 
think they are getting closer to 
their goal with mail than by other 
methods. Very frequently general 
ideas put forth by one individual 
can be used specifically in many dif- 
ferent types of business. 


“We have found it desirable to 
maintain a certain continuity in 
all of our efforts so that the prospect 
comes to recognize the piece when 
he receives it. This, we know, is 
contrary to the practice of many 
mail users who strive to make each 


reader. Generally, WE SPEND $1.00 
FOR SPACE FOR EVERY $2.0 
WE INVEST IN MAIL.” . 


An 8% by 11 sheet which folds into 
a self-contained mailer is used by 
FOSTER BOAT COMPANY, Char- 
levoix (“The Beautiful”) Mich. The 
location of the city is spotted 
cleverly on a background blue map 
of North, Central and the top of 
South America. A closeup shows 
the company’s two plants on Lake 
Charlevoix. 


Wavy red lines trace water routes 
from Charlevoix to the world. 


On the back, in separate panels, 
are photographs and descriptions of 
the company’s boats and other 
products, including the FOSTER 
DREAMLINER. 


That’s imagination in the mail put 
to work to sell boats postwar! 


My hobby’s stationery. 


I seldom can pass Macy or other 
stationery counters or stores with- 
out responding to the urge to adda 
new and clever kind oi stationery 
to my collection of “stationery for 
every person and mood”. Especially 
an opportunity to play with sta- 
tionery of various colors and strik- 
ing inks to match exercises a strong 
“come hither’. I guess I’m just a 
stunt man at heart. 


Two which recently interested me 
included an envelope with a com- 
plete map of the world on its in- 
side flap, especially appropriate to 
go to boys in the service, and sta- 
tionery marked Monday, Tuesday, 
Wednesday, etc., sheets for every 
day in the week, suggest a certain 
usefulness. 


More such experimentation will 
lift the physical format of Direct 





Visible Record 


500 \$ 345 





piece look different from the pre- Cards 
ceding one. Complete 
“It is interesting to note that OUR 25 Card-Sheets Show FACTS on 500 Cards 
RESULTS IMPROVE AS A MAIL- Easy Use Cards only. Join Yo tr File a Cost 
thi Quick of Cards on edge in correspondence folders Sales 
ING PROCEEDS. . Thus, the third Flexible —Half inch visible margin. Send order. Stock 
mailing will do twice as well as the Durable 500 Blank Cards 6x4 inch $3.45—10x4 $5.30 Ruled 
first. We attribute this to a cer- Portable = 500 Printed Cards 6x4 inch $6.70—10x4 $8.50 Credit 
tain amount of education of the i Use Visible Indexing, Color Signaling, Visible oan 
prospect that is necessary before he yan Tabulation of vital information. Ten years paren 
will buy. If we test a list and find onvenient national use. Send no money. Satisfaction 8 


Saves Time Guaranteed. Write for Catalog °°°%™ 


Handifax Ross-Gould Co., 357 N. Tenth 
Sheets of Cards VISIBLE CARD RECORDS 


ST. LOUIS 
PPYTTT TTT TIT tii 


that it pulls about one-half the 
amount of business necessary to 
make it pay, we go ahead with the 
list in the knowledge, based on ex- 
perience, that it will pay on the 








second or third mailing and will 
continue to pay. We never have 
‘worn out’ a list; some we’ve used 
15 times with still good results. 


“About testing, we do very little. 
We have a good idea of who our 
prospects are and usually can pre- 
dict success or failure of a list in 





ONE HUSKY -~ ...- 


SEAL | ,.02°° Tension 


Bankers Flap 
Envelopes seal easily 
and stay sealed even 
when stuffed to capacity—the 
wide, high shouldered flap has 


@ gum strip 14” wide, sealing to the extreme 





corners. Use them for important and bulky mail. 


advance. This happens to apply TENSION KNOWS HOW 


to our field but perhaps not to 


many. Serving the Government and Our Civilian Customers 


TENSION ENVELOPE CORP. 


“One more point: all of our mail 
is backed up by advertising in gen- 
eral and trade publications that 
are read by the same people who 
receive the mail. We rarely consider 
buying advertising space unless we 
can cover substantially the same 
field directly by mail. Thus, the 
mail already has a certain amount 
of acceptance when it reaches the 





New York 14, N. Y. 
345 Hudson St. 


St. Louis 3, Mo.* 
23rd & Locust 


Minneapolis 15, Minn.* 
500 South 5th St. 


Des Moines 14, lowa* Kansas City 8, Mo.* 
1912 Grand Ave. 19th & Campbell Sts. 


*Originally Berkowitz Envelope Co. 
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Can you sift your 
‘ IS ELIS 






Why does many a \\ well-writ- 
ten sales letter pull yy so very 
poorly? Often, because of the list 
—a half-pint of ,Lprospects 
in a bushel of names. hf Registered 
with us are thousands fj of different, 
privately-owned lists ... many mil- 
lion names. They can be rented at rea- 
sonable rates. But best of all, they’ve 
been screened and sifted. So ow get 
only known buyers of the kind of 
product or service you want to sell. 
Tell us what you have to offer and 
the prospects you want to reach. 


We'll make suggestions — without 
cost or obligation. 


D-R SPECIAL LIST BUREAU 
(DIVISION OF DICKIE-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 

















Like the EFFICIENT Stork who 
may double or triple on deliveries, 
your ADVERTISING, office 
forms, and stationery, SHOULD 
be conceived to CREATE good- 


will, deliver prestige, eliminate 


cancellations and rejections and 


double or triple your ORDERS. 


dial DYAL for 
PRINTING 
OR chard 4-0623 


THE HOUSE OF DYAL 
Advertising 
30 Irving Place, New York 3, N.Y. 
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Mail above its present drab home- 
spun to a new artistic, interest- 
creating level for the reconversion 
selling period. 





Why shouldn’t Mass Direct Mail 
Companies be located happily in 
smaller towns, far decentralized 
from cities, for the postwar? I be- 
lieve that they will. Already I hear 
of and know first hand of new and 
old businesses moving away from 
the cities to small towns. 


The other evening I had much 
fun as guest of a Direct Mail ex- 
ecutive on his small yacht on Long 
Island. No hour-a-day-each-way 
commuting for him. No dirty city. 
No shortage of help (he can get all 
he wants of good-family young peo- 
ple who don’t want tc bother to go 
to the city and who will work for 
less at hometown). At 5:10 p. m. 
he can be off on his yacht for a 
picnic, fishing trip or cruise and 
sleep out, if he wants. 


More and better living for less 
money can await the mail order 
operator who has the courage to 
break with tradition and get away 
from it all... to Smalltown. 





So you have on hand old lists 
that you haven’t mailed for several 
years ... and you want to estab- 
lish contact with old or former cus- 
tomers quickly. 


Weil, if your lists are of organ- 
izations, I suggest you mail ’em at 
once BY TITLE, rather than by in- 
dividual name, first class, and 
eliminate undeliverables. It’s 
quicker. 


Eventually, chances are it'll be 
cheaper and more satisfactory, to 
have a complete new list tailor-built 
than to try to correct the old one. 





The round table approach to mail 
selling problems, to be featured this 
year at the Direct Mail Advertising 
Association one-day conference 
Oct. 19th, is expected to bring out 
a record New York and nationai 
crowd of Mail Selling executives. 
And before long the 3-day conven- 


tion in various cities for the D. M. 
A. A. will be back. 





The problem of how to key Direct 
Mail most effectively has had little 
consideration _ scientifically. It’s 
akin, though, to the problem of key- 
ing “space ads”. 


I’ve just been shown advance 
proofs of book to be put out soon 
in limited edition by a veteran mail 
seller, “Virge”’ Angerman, one- 
time circulation manager of POP- 
ULAR MECHANICS and trained in 
the SYSTEM MAGAZINE school. 
His book will be called: “14 ways to 
key a mail order advertisement.” 
He is publisher of SCIENCE & ME- 
CHANICS MAGAZINE, 154 East 
Erie Street, Chicago 11 (Iil.) 


The mail order compendium 
could have sold for a “buck” or 
two—worth many times that. Be- 
sides being the first complete out- 
line of how to key to keep accurate 
results, it has many other nuggets 
of “how to do it” which can be 
adapted to Direct Mail use. It out- 
lines an excellent advertising rec- 
ord sheet for daily report of in- 
quiries and saies and shows how to 
use it; explains how to estimate in 
advance the length and total pul! 
of much advertising; what to do 
about unkeyed replies; and 8 basic 
requirements for a perfect mail 
order coupon (could have been a 
volume in itself). It in itself is a 
good example of an unselfish Direct 
Mail promotion piece. 


I imagine that, if you write to 
“Virge” and mention this depart- 
ment in the Reporter, he might be 
able to spare a copy when it comes 
off the press. Just a friendly ad- 
vance “tip” in case you hadn’t heard! 


LJFACTS AND FIGURES ABOUT 
ATLANTA, Issued by The Indus- 
trial Bureau of the Chamber of 
Commerce, Atlanta, Georgia. Size 
0%” x3%", 40 pages and covers. 
Strictly a reference booklet, giving 
vital and interesting statistics about 
the city. Frank K. Shaw, secretary 
of The Industrial Bureau advises 
that he wiil be glad to send copies 
to our readers. You might like to 
have a copy for your idea file. 
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How to get 


NEW CUSTOMERS 


To increase sales quickly, direct mail to con- 
sumer, MOSELY offers 


ONE-TIME RENTAL ADDRESS- 

ING to SELECTIVE LISTS of 

MAIL BUYERS-INQUIRERS. 
Millions of keyed direct mail pieces have been 


scheduled to produce thousands of profitable 
NEW Repeat Customers. 


Outline YOUR problem in detail 
by letter, ‘phone or by appoint- 
ment in person. 


Dept. R-9 
aniver ~ LIST SERVICE 
4am 
Nail Order . a 3 w Headquarters 


38 NEWBURY STREET 
BOSTON 16 
COMmonweaith 3380-3381 
10th year 
“MOSELY has the MASS MAIL MARKETS” 


CLASSIFIED ADS 


EQUIPMENT 











MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co.. 19 S. Wells St., Chicago, III. 





HELP WANTED 





YOUNG MEN: A well-established direct- 
mail agency in New York City, preparing 
for post-war expansion, has openings for 
several young men. 


No worldbeaters, just men of ordinary 
intelligence and ability, but they must be 
agreeable, dependable, ambitious and will- 
ing to learn. 


Manufacturing as well as personal serv- 
ice is involved, so they must be prepared 
to get their hands dirty on occasion. Those 
who prove adapted will be taken into the 
firm. Starting salary $30-$40. 


Box No. 121, The Reporter, 17 E. 42nd 
St., New York 17, N. Y. 


One of the men, who came with us in 
1944 as errand boy (etc.), at $60 per week 
and worked up to shipping clerk (etc.), 
drew $1,000 bonus the first year. 





LETTERHEADS 





EVERY EXECUTIVE SHOULD READ 
“Letterhead Design and Manufacture,” by 
Fred Scheff, 225 pp., 8% x 11, 125 illustra- 
tions. “EXCELLENT” Printers’ Ink. Mail 
$5.00 to Fredericks Co., 68 Nassau St., 
New York 7, N. Y. Money refund guarantee. 





PRINTING SERVICE 


NEW WATER COLOR, brilliant letter- 
heads $5.00 per 1,000. Form letters, fold- 
ers, business reply envelopes printed at 
economical prices. Send copy or dummy 
for prompt free estimate. Quality guaran- 
teed. Mohawk Press, 4718 Cedar Ave., 
Hammond, Ind. 


THE REPORTER 








MAILING LIST 
WE HAVE COMPILED a mailing list of 


resident property owners of Essex County, 
New Jersey (Newark and Irvington ex- 
cepted). 

The names have been divided into three 
valuation groups: One—homes assessed 
from $10,000 up; Two—homes assessed 
from $5,000 to $10,000; Three—homes as- 
sessed under $5,000. 

Group One, in our opinion, represents the 
“Executive Class”; Group Two the “White 
Collar Class”; Group Three the “Working 
Class” (we eliminated the obviously poorer 
and colored sections in this group). 

This list is not for sale. It is our idea to 
limit the use of this list to one of each 
specific type of business. 

Counts by municipalities and groups are 
available upon request. 


ESSEX MAILINGS 
128-130 Market Street 
Newark 2, N. J. 
MArket 3-2464 








MULTIGRAPHING SUPPLIES 


RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 


Ribbon Co... 19 S. Wells St.. Chicago. Tl. 








SALES LETTERS 


LETTERS WORDED to sell anything worth 
buying. Request evidence. Jed Scarboro, 
102 Rynda Road, South Orange, N. J. 








SITUATION WANTED 
DIRECT MAIL EXPERT... ten yrs. 


exp. in successfully planning and executing 
promotions . . . seeks busy spot where her 
versatility and thorough familiarity with 
sales service, merchandising, and trade pub- 
lishing will be an asset. N. Y. or N. J. 
preferred. Box 901, The Reporter, 17 E. 
42nd St., New York 17, N. Y. 








(| SINCE PEARL HARBOR— issued 
by the Commercial Controls Cor- 
poration, Rochester 2, New York. 
Size 84%” x11”, 24 pages and covers. 
Red used as second color for spot 
illustrations and borders. Rough 
textured covers in white and only 
color is red line across bottom with 
blue spot, showing three stars. Very 
attractive. Starts off with a picture 
of the bombing of Pearl Harbor, 
and takes the reader for a complete 
tour of the plant, showing many 
fine photographs of equipment being 
manufactured for the war effort 
and actual photographs of that same 
equipment in combat. The annual 
report for 1944 appears on four 
pages in back of book. J. D. Hen- 
dryx, advertising manager, handled 
the job and it is a mighty fine one. 

















Picture of 
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and our last frantic 
moments getting 
this issue all tied 
up and ready to go 
to press. 


Hope you like the 
two new depart- 
ments which start 
in this issue. 


And, don’t forget io 
take advantage of 
Jim Grady’s invita- 
tion and send along 
your letters for his 
criticisms and sug- 
gestions for im- 
provement. 


H.H. 








ECUSTA PAPER 
PISGAH FOREST .- 


° PA new, exciting paper 
of highest quality for 
those who want the best 


—to use, to print, to sell. 


BCU TA 
Sef fiper 


Here is a multi-purpose 
paper suitable for letter- 
press, offset or gravure 
reproduction. Use it for: 
BUSINESS STATIONERY 
AIR MAIL STATIONERY 
BIBLE PAPER 

MAKEREADY TISSUE 


Send today for swatch books 


CORPORATION 
NORTH CAROLINA 








ADORESS ALL CORRESPONDENCE 
TO THE COMPANY 


} 
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ds enjoy p 
es ow that the 
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.J’ employees of psny Certificate of 
Merit" awarde the Goyernme ing ng Office on 
ik : thé Public Printer when 


X 


. In quantity, 
y r4 meeting schedules, and in 
your high business standards, your company 
has a recc of which to be proud." 


We are grateful to you as one of our regular 
customers for your patience, your understanding, and 
the cooperation that made this possible. 

Sincerely, 


MER COMPANY 
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